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ADVERIISER’S WEEKLY 


Taking advertising 
seriously 


Sir,--E. Mernagh (October 29) 
is not the first, nor will he be 
the last, to believe that because 
examinations cannot test all the 
qualities needed for professional 
competence they are therefore 
useless. 

Advertising, 
an exact 
neither, 


he says, is not 
science True but 
for instance, is the law 
A great barrister needs many 
qualities psychological — insight, 
oratorical skill, dramatic ability, 
and others—which no examina- 
tion that he is called upon to 
undergo ever reveals. The same 
is true of medicine: a man may 
pass all his medical exams. and 
yet be a failure as a G.P. But 
I have yet to hear anybody con 
tend that, because of this un- 
doubted = fact, lawyers and 
doctors should not be required 
to qualify. 

The knowledge which an ad 
vertising aspirant acquires in 
studying for the A.A. or LILP.A 
examinations is practical and 
useful. All things else being 
equal, the man who takes his 
profession seriously enough to be 
willing to acquire this knowledge 
is likely to prove a better adver- 
tising man than he who doesn't 

BYSTANDER. 
(Name and address supplied.) 


The inquest on why 
he failed 


Sir,-Reading the “Why |! 
failed” article by an agency ac- 
count executive (October 29) one 
discovers that over a long period, 
he has conducted hundreds of 
mailing campaigns at consider- 
able cost, without result. 

A conclusion to be drawn 
from his admission is that he 
must indeed be a very high rank- 
ing account executive to get 


To The Editor. . 


away with what is a rather 
pathetic advertisement for the 
agency that employs him. No 
account executive of my = ac- 
quaintance would have been 
permitted to jeopardise so many 
accounts for so long 

One feels regret that 
not focus his obvious “selling” 
talents on the recipients of his 
mailing shots, but perhaps he 
was so busy making excuses to 
his clients for his constant 
failures, that this was not 
possibie 

Miss K. M. Murphy has shown 
admirable restraint in her reply 
as well as intelligent advice, 
which Account Executive might 
do well to follow, providing, of 
course, that he really seeks ad 
vice and not controversy. 

For my part, the only advice 
I can offer, is that Account 
Executive leaves his tongue in his 
cheek whenever the subject of 
direct mail is mentioned. Vibrat- 
ing it condemns him utterly. 

KeNNETH H. Monk. 

British and International 
Addressing Ltd. 


Puffs which miss 
the point 


Sir, Bernard Sykes’ (October 
29) elaboration is further evi- 
dence that there is no true way 
of assessing editorial value by 
the P.R.O., although many con- 
sultants and = also — industrial 
P.R.O.'’s would have us believe 
there ts 

Only the editor can accurately 
assess the readership value of a 
news item for his particular 
journal and all we in industry 


he did 


Twenty-five 
NOVEMBER, 1928 


_ Mine Products started putting the 
initials V.P. on their bottles of 
British wines. 


*. of ok 
J. M. Walker succeeded J. C. 
Akerman as assistant manager of 
The Times. 
k 


* ok 
Mac Fisheries launched a Herring 
Week with heavy press advertising 
offering “‘prime fresh herrings” at 
one penny cach. 


ok 
i Crawford Ltd. eae a 
Paris office. 
ok ok ce 
A Glasgow edition of the Daily 
Express was introduced. 


* * aK 
C, A. McCurdy was installed as 
president of the Aldwych Club. 


can do is to feed him with what 
we sincerely believe to be news 
That this is sometimes wrapped 
up in a “puff” by the less skilled 
cannot be helped, for I, as a 
staff journalist, often found that 
these often led to a good story 
though the publicity man had 
missed the point. Our difficulty, 
as newspapermen, was to obtain 
news from industry at all. 

G. A. T. BURDETT 
137 Torbay Road, Harrow 


. al 

Selling ‘Sunkap’ 

Six,--I was interested in your 
reference to “Sunkap” (Octo- 
ber 29). 

This Society has been advertis- 
ing and selling “Sunkap” since 
July. At one period in Septem- 
ber sales reached a total of more 
than 60,000 bottles per week. 
Even in October we have main- 
tained sales at an average of 
24,000 bottles a week and, in 
conjunction with O. R. Groves, 
we are now embarking on a 
winter campaign. 

J. R. WRIGHTSON. 
Publicity Manager, 
Liverpool Co-operative Society 


Carpet Fortnight 
quiz figures 


Sik,—-One would have thought 
that so experienced campaigners 
as the International Wool Secre- 
tariat would have paid attention 
to the warning given, in my time 
at any rate, to junior reporters: 
“Be careful with figures.” 

The results of the quiz sent to 
5,000 retailers in connection with 


years ago 


The presidents of the Advertising 
Association and the Continental Ad- 
vertising Association met in London 
to discuss reconstruction of the In- 
ternational Advertising Association. 

of Bs BS 

A record total of S555 advertisers, 
agents and publishers devoted space 
free for the Poppy Day appeal. 

Bs ok cK 


The Newcastle agency of Red- 
heads ans a limited company. 
ok * 


The Palmolive and Colgate con- 
cerns were merged. 
ok ok ok 
C. E. McConnell became the first 
Irish advertising man to fly from 

London to Dublin. 


ok ob ok 
H. K. McCann Co., described as 
“the American-Canadian agency.” 
opened a London office. 
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the Carpet Fortnight are claimed, 
in your issue of October 29, as 
proof of the success of the pro- 
motion 

| am sure the Fortnight was a 


great success --1.W.S. _ efforts 
usually are-—but do the figures 
produced prove this? I say no. 
Of the 5,000 quizzed only 900 
bothered to reply and of these 
only 57 per cent recorded in- 
creased sales. In other words (or 
figures), 20 per cent answered the 
questionnaire and of these 60 
per cent had increased sales. To 
put it more harshly, 10 per cent 
of the total quizzed reported 
increased sales. What happened 
to the other 90 per cent” 

JOHN MurPHy. 
12 Kingly Street, 
London, W.1. 


Getting somewhere 


Sik,--How good it is to read 
your “Comment” of October 22. 
and the report of E. J. Robert- 
son's speech. 

Now we appear to be getting 
somewhere with this essential 
part of advertising. For many 
years, more, in fact, than I enjoy 
remembering, | have done my 
best to stress the value and 
integrity of advertising to manu- 
facturers and members of the 
public whenever the opportunity 
could be made. 

I welcome the Advertising 
Association's efforts and feel sure 
all practitioners, publishers and 
advertisers will respond. 

R. H. MacintrosH 


Williams 


Director, 
Bennett 
Ltd. 


(Advertising) 


THIS WEEK 


Portmanteau§ Campaigns Are 
Seldom Strong—page 302. 


NEXT WEEK 
Midlands Market Survey. 
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FINE QUALITY SILK SCREEN. 
DISPLAY. STOVE ENAMELLING 
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are the largest 
makers of neon 
Signs in the U.K. 


3. MANUFACTURE 


Claudgen signs are made by craftsmen under 


the supervision of expert technicians and erected 
by the Company's experienced engineers. 
. Thus fine workmanship and first-class construction 
are ensured. Materials are specially selected 
and tested before use and continuous checks are 


made throughout manufacture. Al! Claudgen 


signs are made and erected in compliance with 
B.S.1. specifications and LE.E. regulations. 
Backing the skill of the CLAUDGEN factories are 
the resources of the Research Laboratories of 
the G.E.C. ensuring that CLAUDGEN keeps the 
technical lead and providing independent tests 
of completed components using the latest 
equipment. An example is the light output test 


using the sphere photometer shown here. 


CLAUDGEN makes light work for you 


CLAUDE-GENERAL NEON LIGHTS LTD., Pitman House, Parker St., London, W.C.2 CHA 6711 A Subsidiary of The General Electric Co, Ltd. 
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or te lling 


SELLING by J at 


ar 6 et 


3 
=o The hoarser kinds of publicity 
5 are not always serviceable 

a for products with a high reputation. 
eis Often you need only say a 

few well chosen words to a few 

. well chosen people — like the 

a readers of The Listener. 

re i They are people who like good things. 
z They can afford them and are 

3 : prepared to hunt for them. They are 
ge (as their taste in reading suggests) 


just as much influenced 
by reasoned argument as by a loud 


Pi . repetition of claims. If you have 
ax something to sell that is better than 
& average, you can be certain — 

ae) 


for experience has proved it — 
that The Listener’s readers will 
respond extremely well. 


136,407 PEOPLE READ 


The Listener 


Member of the Audit Bureau of Circulations 


All enquiries to : Head of Advertisement Department, B.B.C. Publications, 


Broadcasting House, Portland Place, London, W.1 
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Tighter rein on 
poster appeals 


Only about 20 per cent of out- 
door advertising appeals are now 
allowed by the Ministry of 
Housing and Local Government 
as compared with about 70 in the 
early days of the Town and 
Country Planning Regulations, 
despite an increase of appeals as 
the result of challenges of exist- 
ing sites. 

Discussing this fact in an 
article on “The Practice of 
Advertrsement Control” in The 
Law Journal, S. Magnus writes: 

“In the circumstances, it 
might well be questioned whether 
this control is being exercised in 
the spirit in which it was in- 
tended that it should be exercised 
or whether the position has not 
arrived where it is being exer- 
cised to suppress outdoor adver- 
tising rather than to control it 

“It may even be questioned 
whether some authorities do not 
take the attitude towards adver- 
tising which was summed up by 
the town clerk of one authority, 
that he would like to see all 
advertising relegated to its 
proper place—on the back page 
ot a newspaper!” 


Ruf flette extend 
sales drive 


Following the success of a 
recent three week concentrated 
publicity campaign in Bristol for 
their Rufflette curtain tape, 
hooks and runways, Thomas 
French and Sons Ltd. are to 
launch similar sales drives in 
other parts of the country. 

The Bristol campaign included 
half-pages in the Bristol Evening 
Post and Bristol Evening World. 
They illustrated a maintenance 
trolley on the 2,750 yard run- 
way at Filton airfield. The 
copy pointed out that the 
principle was exactly the same 
as that which applied to Rufflette 
runways. 

The scheme also included re- 
tailer tie-ups in the local press, 
screen publicity at 21 cinemas, 
special display material and a 
cocktail party for retailers where 
they were presented with a 
booklet giving full details of the 
sales drive. The Winter Thomas 
Co., Lid., are agents. 


| 


Wanated-man with an urge 


First positive step 
to fight critics 


FIRST positive move by the Advertising Association to 
implement its oft avowed determination to hit back at 
the critics of advertising is made this week. 

The Association has de- 
cided to appeint an Informa- 
tion Officer. 

They are seeking ‘‘a man 
inspired with an urge to 
further the principal object 
of the Association, which 
is to promote public con- 
fidence in advertising.” 
The Association promise 

that the job will be “interest- 
ing-—and even exciting.” 

Details are given in an ad- 
vertisement in our classified 
columns. 

Salary will be according to 
background and ability. 


AA CONFERENCE 
MAY 6—9 AT 
BOURNEMOUTH 


Next year’s Advertising 
Association Conference 
will be held at Bourne- 
mouth from Thursday, 
May 6, to the following 
Sunday, May 9. This is 
the middle week-end of 
the B.LF. 

The actual venue has 
not yet been decided. 


Teaching film is ‘best selling aid ever’ 


A teaching film on the use of 
Tubegauz, a seamless tubular 
gauze bandage recently intro- 
duced by the Scholl Manufactur- 
ing Co., Ltd., has been produced 
by the company’s advertising 
manager, P. Collard, in collabora- 
tion with its advertising agents, Corporation Specialised Film 
Spottiswoode Dixon & Hunting Unit advised on the production 
Ltd. of this 12-minute film. 


The film had the extra job of 
acting as a selling agent and 
according to William H. Scholl it 
is “the finest selling aid I have 
ever had the good fortune to 
use.” 

The Gaumont-British Picture 


POPULAR TELEVISION 
ASSOCIATION use 


‘Stork’ to call. 
again 


- Unilever are putting the © 
finishing touches to a vast - 
marketing scheme for the | 

‘return of Stork margarine. 

: During the past 14 years the 

: name of Stork has been kept 

: in the public eye by means of 

: press advertising for the Stork - 

: Cookery Service which offers 
advice and recipe booklets. 

Now a hard selling cam- 
paign is being planned by | 
their agents, Lintas Lid. 
Heavy press advertising will 
be launched a little in advance 

' of the freeing of margarine. 

Unilever are expected to | 

market two grades, an ordi- 
nary brand and a more expen- - 

’ sive line. : 


‘Guardian’ promotion 
scheme: Nocomment 


A Manchester Guardian 
spokesman refused to comment 
this week on a report that the 
Newsprint Rationing Committee 
at its meeting last Thursday 
decided to express its opposition 
to the postal promotion scheme 
which the Guardian has been 
running in Newcastle-on-Tyne. 

F. P. Bishop, M.P., chairman 
of the Rationing Committee, also 
refused to say anything 

Under the scheme business 
reply cards have been sent to 
people urging them to place a 
month's trial order with their 
newsagent for the Manchester 


Guardian at a reduced price of 
%~ 
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‘Sprinkle’ got National cam 


a splash 


The soap powder that got 
launched on a national scale by 
mistake--that was the fate of 
Sprinkle, the soap ywder 
marketed 
Scottish Co-operative Wholesale 
Society. 

A normal 11 in. triple column 
space was 
Scottish edition of Reynolds 
News. Local co-operative 
members in England and Wales 
had a shock when they opened 
their copies of Reynolds News 
and saw advertising for the 
“new Sprinkle.” 

ADVERTISER'S Weekiy under- 
stands a mistake occurred in the 
machine room. All the papers, 
except the Scottish edition, 
should have carried an advertise- 
ment for Spel, the C.W.S. wash- 
ing powder which sells in 
England and Wales. 


Collective publicity 


Henry J. Sutcliffe, national 
hon. treasurer and chairman of 
the advertising sub-committee, 
National Association of Retail 
Furnishers, has been requested 
by the British Furniture Trade 
Confederation to prepare a 
memorandum outlining a pro- 
posed scheme for collective trade 
—— so that the matter can 
¢ studied at the next meeting 
of the Confederation. 


At the Royal film premiere reception at Bristol. 
Glover, with Stephen Wheeler of Theatre Publicit 
Kay Kendall and Richard Todd. 


THREE ROYAL FILM PREMIERES 


Last week was “celebrity 
week” for the film industry in- 
cluding as it did the Royal film 
performance and Royal film 

remitres at Bournemouth and 

ristol. 

Screen advertising lent a hand 
at these shows. Theatre Pub- 
licity’s sales promotion manager, 
A. M. Malin, edited and pro- 
duced lavish brochures for each 
of the three shows. Cover designs 
were done by National Screen 
Services Ltd., silk-screening on 
the covers by A. & H. Print 
Processes Ltd., and letterpress 
work by Fisher Knight Ltd. The 
brochures included a magazine 
supplement contributed by Con- 


in Scotland by the % 


booked in Sunday's . 
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paign speeded 


to cateh Christmas trade 


Onty $9,068,038 ’ 


One of the 8-in. d.c. advertisements 
for Babycham which appeared in 
the ‘Morning Advertiser.” 


Mr. and Mrs. Cliffe 
Lid., Mrs. Wheeler, 


nery Chappel of Picturegoer, 
Paul Holt of the Daily Herald, 
Fred Majdalany of the Daily 
Mail, Freda Bruce Lockhart of 
the Tatler and Bernard Charman 
of the Daily Film Renter. 

Langford & Company Ltd., the 
associated company of Theatre 
Publicity Ltd., were asked by the 
Bristol premigre committee to act 
as hosts at a reception to the 
celebrities prior to the show. 
Iwo Bristol advertising agencies, 
Glovers Advertising Ltd., and 
Walter Pearce Ltd., gave their 
staffs an opportunity to attend 
the premiétre by putting up six 
tickets each——obtained & them 
by Stephen Wheeler —for a staff 
competition. 


Ads. to ' 


Every available space in the 
“Morning Advertiser” yesterday 
(Wednesday) was taken for Baby- 
cham, now being launched on a 
national scale as a result of an 
encouraging test campaign in 
London evening newspapers last 
month. 

Six eight-inch d.c. spaces and 
an Il-inch triple space were 
taken. The smaller advertise- 
ments featured the baby chamois, 
the character being used in all 
advertising, with such slogans as: 
“{ made my début in London,” 
and “My picture was in all the 
papers,” together with the sell- 
ing line of “Only 59,088,038 
Babycham ads. to Christmas.” 
The larger space gave details of 
the forthcoming national advert- 
ising campaign and included a 
form for publicans who wanted 
sales aids, trade prices and the 
name of their nearest supplier. 
Last Saturday’s Morning Ad- 
vertiser carried a double-page 
spread for Babycham with a 
similar form. 

Babycham is made by the 200- 
year-old firm of Showerings Ltd.. 
of Shepton Mallet who, until 
they appointed Masius and Fer- 
guson Ltd. last summer, had 
never advertised. 

As the result of the pilot 
campaign using large spaces in 
London evening newspapers, 
sales in the London area were 
multiplied five times in four 
weeks. 

So encouraging were the results 
that it was decided to bring for- 
ward the national campaign in 
time to catch the Christmas 
trade. The Morning Advertiser 
scheme was prepared in 10 days. 
Copies were mailed to represerta- 
tives and Showerings sent copies 
to top executives in the whole- 
sale trade. 

The national campaign, which 
will break at the end of this 
month, will use large spaces in 
national daily and Sunday news- 
papers. 


Tying up with 
national events 


In Talking Points, published 
by the Newspaper Society, the 
following details are given of 
advertisement tie-ups with 
nationally organised events. 

For Carpet Fortnight, the 
Halifax Courier and Guardian 
carried 280 column inches of 
advertising. The Yorkshire 
Observer, 196 in.; the County 
Express, Stourbridge, 151 in.; 
and the Dunfermline Press, 112 
in. 

Leather Week brought 134 in. 
of supporting advertising to the 
Halifax Courier; 108 in. to the 
County Express; 102 in. to the 
Yorkshire Observer. 

In Road Safety Week the 
Whitley Bay Guardian received 
252 in. from 26 advertisers —15 
of them new ones. 
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Howards link 
with agency in 
Amsterdam 


the Howard Organization 
(Howards Press Advertising Ltd., 
and Howards Publicity, London, 
Manchester and Hull) have 
arranged with Speijer Richter & 
Co., Ltd., of Amsterdam, to 
represent their interests on the 
Continent, and will themselves 
render a similar service in this 
country. 

The association has _ been 
developed to handle the prepara- 
tion and execution of public rela- 
tions and advertising campaigns 
for consumer products. 


. - 

More join ABC 

Twenty-two new firms have 
joined the Audit Bureau of 
Circulations. This brings the 
total membership to 928, com- 
prising 238 advertisers, 191 
agencies, and 499 publications. 
The new members are: 

Advertisers: Bradford Dyers 
Association Ltd., British Rayon & 
Synthetic Fibres Federation, 
Bush Radio.Ltd., G. T. Fulford 
Co. Ltd. (of Canada), Gallaher 
Ltd., India Tyre & Rubber Co. 
Ltd., and Billy Smart's New 
World Circus Ltd. 

Agents: Central Advertising 
Service Ltd., Clifton Advertising 
Agency, Alexander Cox Ltd, 
Fordham Sadler Advertising Ltd., 
Gordon & Gotch Advertising 
Lid., Haig-McAlister Ltd., Hyde 
& Partners Ltd., Pictorial Pub- 
licity Co. Ltd, Richards & 
Thompson, Severn Publicity Ltd., 
S.F. & Partners Ltd., Henry 
Squire & Co. Lid., J. W. Vickers 
& Co. Ltd., and Wilkes Bros. & 
Greenwood Ltd. 

Publication: Falmouth Packet 
and Cornish Echo. 


On Sealine trust 
with Chancellor 


Commercial television was 
one of the topical subjects de- 
bated at a recent Brains Trust 
at Great Dunmow. 

The panel included R. A. 
Butler, M.P., Chancellor of the 
Exchequer, Commander Allan 
Noble, Parliamentary secretary 
to the Admiralty, and Claude 
Simmonds, managing director of 
the Winter Thomas Co., Ltd., 
and Editorial Services Ltd. 

wy ry? 

ON THE SCENI 

Vouchers enabling customers 
to collect a sample bottle of “Ma 
Griffe” are being used by Les 
Parfums Carven de Paris to 
publicise this perfume in 
England. 

Stores, armacists and other 
retail outlets, it is understood, 
supply names of potential users, 
who then receive an official- 
looking green “cheque” bearing 
a serial number and the name of 
the retailer from whom the 
sample may be obtained. 
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ADVERTISING ADVERTISING-I 


Irish agents start campaign 


to enlighten the consumer 


CO-OPERATION OF THE NEWSPAPERS 


Fikst of the series of advertisements to advertise 

advertising, which (as was exclusively announced by 
“Advertiser's Weekly” last week) is being sponsored by the 
Irish Association of Advertising Agencies, appeared in the 


“Irish Times” last Thursday. | 


An 11 x 3 in. column space, it 
will be followed by others of the 
same size in the other dailies, 
Trish Independent, Irish Press 
and Cork Examiner, and also in 
the Evening Herald and Evening 
Mail 

The spaces are being given by 
the newspapers concerned and 
the advertisements will appear 
once a month for an indefinite 
period. The order in which the 
Association agencies willing to 
prepare the advertisements should 
go to work was decided by 
draw 

General heading of the cam 
paign is “Why Advertising Sells,” 
and this theme is being developed 
by the agency producing the first 
six advertisements, as follows: 
planning a campaign and deciding 
amount of advertising appropria- 
tion; deciding on allocation of 
advertising appropriation to 
various media; the agency’s pro- 
duction department at work; 
the mechanical processes; the 
advertisements appear; the results 
become apparent. 

“So never read the 
ads. . . . ” is the challenging 
title of the advertisement that has 
already appeared. It includes 
this comment: “Never read ad- 
vertisements? It's the kindest 
compliment you can pay us. 
When we agents produce adver- 


' doing a good job.” 


tisements that influence purchas- 
ing, while you have not even the 
trouble of reading them, we are 
It then goes 
on to discuss the launching of a 
campaign for an imaginary Irish- 
made commodity called Déanta, 
and asks, “What will be our 
advice on how the Déanta ad- 
vertising appropriation should be 
spent?” 

The second advertisement, to 
be headed “Where shall the 
money go?” will carry the theme 
to the point at which the budget 
goes to the client in detail, and 
asks “What comes next?” A 
panel underneath says: “For the 
answer watch for No. 3 of this 
series of advertisements issued by 
the Irish Association of Adver- 
tising Agencies in the interests of 
Better Advertising and of the 
reputable practitioners who com- 
prise the Association's member- 
ship.” 

Securing the co-operation of 
the newspapers in the provision 
of the space free of charge was 
regarded as an important step, 
and the comment has been made 
in Dublin that-—with increasing 
business being passed to screen 
advertising and for sponsored 
radio—newspapers are anxious 1o 
promote the idea that press 
advertising is still the dominant 
selling medium. 


ADVERTISING ADVERTISING=-2 
Americans use television 


For the first time, television 
is enlisted in the Adver- 
tising Federation of America’s 
campaign to promote public 
understanding of advertising. 

More than a million dollars’ 
worth of free time and space is 
expected to be available for this 
1953-4 campaign, the fifth to be 
launched by AFA. 

Another innovation is that the 
Federation will be identified as 
sponsoring the drive by the ap- 
pearance of the AFA symbol 
on outdoor and car card material 
and a credit line on newspaper 
and magazine advertisements 
This is being done at the request 
of the media co-operating, in the 


belief that it will give extra 
authority to the effort. 
Material available includes: 


copy and transcriptions for radio 
stations, 10-second films for tele- 
vision outlets, a choice of two 
five-colour poster boards for out- 


door advertising, a series of 10 
different advertisements in two- 
and three-column sizes for news- 
papers, and a selection of car 
cards for transportation adver- 
tising. 

“America lives better because 
of advertising” is a widely used 
slogan. Typical of the adver- 
tisements is one showing cards, 
each bearing a famous car brand 
name, pouring out of Uncle 
Sam's upturned top hat, beneath 
this slogan. 


Not merely are advertising’s 
national associations backing the 
campaign, but the 107 advertis- 
ing clubs affiliated to the AFA 
will carry on the drive on a local 
basis 

The 1952-3 campaign is be- 
lieved to have reached 75,000,000 
people. This year, with the ad- 
dition of television, it is hoped 
that this figure will be raised to 
} 00.000 ,000 
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ADS IN NEW 
STAMP BOOKS 


First books of postage stamps 
to carry advertisements since be- 
fore the war are now being sold 
in alt Post Offices. 


J. Weiner Ltd. have been 
appointed sole advertisement 
contractors. 


Three million copies of the 
2s. 6d. book are printed each 
month. There is a new printing 
ot one and a half million copies 
of the Ss. book every two 
months. 

A new 4s. 9d. book containing 
only 2}d. stamps is also being 
introduced which will also have 
a print order of one million and 
a Ralf every two months. 

A sample of the rates includes 
£210 for the outside back cover 
of each edition of the Ss. and 
3s. 9d. booklets, and £340 for a 
similar position in each edition 
of the 2s. 6d. booklet. 


More egg publicity 
with Ernie, Ethel 


the “caretaker” committee 
appointed for PEP (Poultry and 
Egg Publicity) plans to organise a 
series of egg and poultry weeks 
all over the country, to run a 
national week, and to “make 
Ernie and Ethel Egg as famous 
as Messrs. Cube and Therm.” 


ADVERTISING ADVERTISING-3 
French have a word for it 


N France, where there have 


been organised attempts to 
“sell” advertising since 1951,* 
the latest effort won mention 
in the world press on its news 
value as a promotion stunt. 
The word GARAP, usually 
standing by itself in thousands of 
ress and poster advertisements, 
wet from scores of thousands 
of radio receivers, set millions of 
Frenchmen talking and wonder- 
ing. In Paris, alone, it was seen 
on 3,500 posters 


What could it mean? Was it 


food, clothing, a cosmetic, a 
drug, a new car, a new film? 
Then another advertisement 
revealed the answer. GARAP 
meant GARAP. -and 
nothing else! The word had 
been invented by the French 


National Publicity Federation, 
and the campaign had been run 
under the auspices of the 
“Semaine Mondiale de la Pub- 
licité,” to prove that publicity 
can make people talk about any- 
thing. “C'est la publicité qui 
vous a révélé Garap.” “It is 
publicity that has revealed Garap 
to you. 

The advertisement that “blew 
the gaff” said: 

“Ten days ago you did not 
know this name. To-day you are 
40,000,000 French men and 
women who know Garap. If 
Garap were the brand name of a 
car, a cooking oil, a pen, a 


beaut product, ete. Garap 
would now be telling you about 
its nature, its beauty, its attrac- 
tions. Tempted, you would buy 
Garap once, twice, three times 
.., . and you would take to 
Garap; for Garap would, of 
necessity, be a product of the 
first quality. Why? Because only 
good products, those capable of 
satisfying the most exacting 
buyer, those which keep their 
promises, dare use publicity.” 

(* The French campaigns to “advertise 
advertising’ were reviewed and iMustrated 


im ApveatTisen’s Weekty on January 17, 
1952.) 
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One of the mystery press advert- 
isements which appeared in 
France. 
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Aldw ych 


President’s 
sparkling 


installation 


The Aldwych Club revived on 
Wednesday last week its pre-war 
custom of celebrating the induction 
of its new president with a dinner 
and a hilarious evening. 

At the formal installation cere- 
mony the chairman, F. Howard 
Potter, thanked Sir Harold Bowden 
for his services as president during 
the past year, and Sir Harold, in 
response, referred appreciatively to 
the great spirit of camaraderie he 
had found in the Club. Sir Harold 
then invested his successor, F. C 
Hooper, managing director, 
Schweppes Ltd., with his badge of 
office. 

From then on the fun and games 
began. At dinner, the new presi 
dent sat under a canopy fringed 
with dangling soft drink bottles. 
He was ceremoniously installed as 
“Lord Lieutenant of Schweppshire” 
and invested with a chain of office 


Club News 


of bottle closures, after which a 
self-styled “Aldwych Male Choir” 
sang a “presidential anthem" and 
Claude Chandler gave a conjuring 
entertainment. Mr. looper, ack- 
nowledging his second “‘installa- 
tion,” proved himself once again a 
superb raconteur. 

The Club premises were lavishly 
decorated with advertisements and 
mobiles for almost every soft drink 
except Schweppes, and with 
humorous slogans, such as ‘Hooper 
Essence Lasts the Whole Year 
Through.” 

Arrangements for the evening and 
for the souvenir programme, illus- 
trated with a variety of drink 
advertisements (but not Schweppes) 
were in the hands of J. M. Beable 
and the social committee. 


Glasgow 
‘Noble work’ of the 
AA praised 


“The Advertising Association, of 
which we are members, is jealous 
of the rectitude of its members, 
and has done noble work in ensur- 
ing that all goods advertised live 
up to the tenets of fair and honest 
business in all directions,"’ said 
D. C. Gourlay, president, at the 
annual dinner anc om of —~ 
gow Publicity Club. —— » 
said, people knew they would on 
a fair deal if they bought adver- 
tised goods. 

Alex J. Mitchell, president of the 
Aberdeen Club, who was a guest 
of honour, suggested publicity clubs 
should endeavour to make them- 
selves and their work better known 
to the public ; 

The growing enthusiasm for 
motoring and the prospects for this 

r's tish Motor Show to be 
cld in the Kelvin Hall, Glasgow, 
from November 13 to 21 were dis- 
cussed by Robert Anderson, presi- 
dent of the Scottish Motor Trade 
Association, addressing a luncheon 
meeting of the Club. He said the 
show was going to be unique. It 
represented the jubilee of the Asso- 
ciation and for the first time since 
1938 foreign manufactured cars 
would be Caplayed. ; 

The show will be opened by Sir 
Miles Thomas. 


!. ©. Hooper is installed as the 
lord Lieutenant of Schweppshire 
by Sir Harold Bowden 


Publicity club | 
for Gloucester ? 


A meeting is being held at 
Fleece Hotel, Westgate, Glou- 
cester, next Wednesday even- 
ing, to discuss the formation 
of a publicity club for the 
Gloucester and district area. 

Prime movers in the pro- 
ject are: T. Cruwys, publicity 
manager, Rotol Ltd; S.{ 
Brander, publicity manager, 
Dowty Group; Mrs. A. 
Durham, managing director, 
Kenley Advertising, Ltd.; and 
Warrick A. Cleaver, of 
Williams & James (Engineers) 
Lid., who is temporary hon. 

{ 


The publicity value 
of car trials 


The advertising and publicity 
value is the chief of three reasons 
why Allard Motors go in for com- 
petition trials and rallies, Sydney 
Allard, chairman and managing 
director, told the Publicity Club of 
London on Monday. he other 
two are: to improve the breed of 
the car, and for the sake of the 
sport itself. 

The publicity value of the sport 
was, he claimed, proved by the fact 
that although his company did not 
acvertise overseas, it had sold cars 
in 46 countries during the past two 
years. 


Bradford 


Skill in advertising 
films 


W.N. Kirby, national sales mana- 
os of Theatre Publicity Ltd., told 
radford Publicity Association that 
although some of the advertising 
films shown between main features 
at the cinemas might seem to last 
much longer, none of them was 
longer than four and a half minutes. 
They might seem longer because, by 
skilful editing and cutting, so much 
was packed into them. He said 
that anyone thinking of making his 
roduct a houschold word could 
ave a one-minute film made and 
shown in 2,500 cinemas throughout 
the country for about £10,000. 


Nottingham 
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Brevity and clean design needed for 
advertisements on moving vehicles 


Too often, bus advertisements 
are not designed for a moving 
vehicle, W. J. H. Croom, 
assistant manager, advertising 
department, B.E.T. Federation 
Ltd., told Nottingham Publicity 
Club last week 

He said that local advertisers, 
especially, are prone to fill the 
whole space to capacity, even 
including telephone numbers. 
Their own name ranked first in 
importance with them, the pro- 
duct or service second. If, in 
addition, the vehicles on which 
they were advertising were fre- 
quently visible to them at thetr 
place of business they were quite 
happy. The fact that the dis- 

lays were intended to be seen 
i potential .customers over a 
wuiise area in order to 
new business seemed to 
them. 

Some advertisers who had 
double-crowns printed for use 
on an ordinary type of hoarding, 
to be read at close range, were 
quite satisfied, said Mr. Croom, 
if the same bills were used on 
twin fronts or rears six feet 
above eve level 

Link for continuity 

The experienced user of 
transport sites knew the value 
of brevity and clean design, so 
that the poster would be easily 
readable and recognisable at 
some considerable distance. 

Mr. Croom said that special 
care in both colour and design 
was needed for lower rear panels, 
so that they could be assimilated 
by a passing motorist at speed 
both by day and by night. The 
positions were excellent for any 
advertiser but particularly to 
advertise anything appertaining 
to motorists, and also to business 
executives, who were, in the 
main, users of cars. 

Emphasising that bus adver- 
tising should form part of a 
planned eee grr he described 
it as the vital link for providing 
continuity. 


attract 
evade 


W. Surrey 
of the 
Seaside 


Dane (centre) president 
Lloyd Memorial (Caxton) 
Home, Deal, with Lord 
Mancroft (right) and Herbert 
Morrison, M.P., at the Home's 66th 
annual festival dinner. 


His dream has 
come true 


Six hundred guests at the 
anniversary festival 
Lloyd Memorial (Caxton) seaside 
home for sick printers heard last 
Thursday how a promise by the late 
Lord Southwood had been kept and 
how one of his fondest dreams had 
now come true. 

The promise was that £28,000 
needed to rebuild the Home at Deal 
would be raised. 

W. Surrey Dane, chairman of the 
Daily Herald and joint managing 
director of Odhams Press Ltd., fore- 
cast at the dinner that more than 
£28,000 would have been raised 
when the final figures were com- 
piled. 

Speakers included the 
leader of the Opposition, 
Morrison, M.P. 


66th 
dinner of the 


deputy 
Herbert 


Three honoured 


Morgan’ Brothers (Publishers) 
Ltd. held a staff dinner last Friday 
at Ironmongers’ Hall in honour of 
three retiring members: a 
Garrett, formerly editor of The 
Jronmonger;: . Goldthorpe, 
formerly publisher of The Chemist 
& Druggist; and C. W. Sutton- 
Jones, accountant. They 
served the company for 39, 32 
SI years respectively. 


have 
and 


Friday, November 6 
PusLICITy CLUB OF BOURNEMOUTH 
R. C. Liebman on “The work of 
a P.R. consultant." Grand Hotel. 
Pusticity CLUB OF SHEFFIELD. 
Annual ball. Victoria Hotel. 7 


AND BUCKS PURLICITY 

Fenner Brockway, M.P., and 

A, Everett Jones on “Advertising 

as we see it." Royal Hotel, Slough. 
7.45 p.m 

Atm Pusiic RELATIONS Assocl- 
aTion. Annual dinner. London- 
derry House, Park Lane, W.1 

Pusuiciry CLUB oF GLascow 
luncheon. Janet Murray on “The 
Council of Europe.’* 

INCORPORATED SALES MANAGERS’ 
ASSOCIATION one day conference 
and annual meeting. Connaught 
Rooms 

BaisTo. anpd WEST 
Cius. G. H. Rosam on 
ing in relation to trade."’ Carward- 
ines Restaurant. 6.30 p.m, 

Tuesday, November 10 
Barrisn Sates Promotion As- 


PusLICITY 
““Packae- 


ADVERTISING DIARY 


SOCIATION. 
statisticl 
motion.”’ 

Pusticiry CLUB OF NOTTINGHAM 
luncheon. Sybil Weir on “Women 
in public relations.” 

REGENT ADVERTISING CLUB, C. R. 
Casson on ““Copywriting.”’ 

WOMENS ADVERTISING CLUB OF 
Lonpon. Bernard Mills on ‘The 
Origin, growth and present organi- 
sation of Bertram Mills Circus.” 
Trocadero Restauramt. 7 p.m. 


Tharsday, November 12 
Barris Direct Mam Apvertis- 
ING AssoctaTiON. R. B. Williams 
on “Direct mail humour.” Criterion 
Restaurant. 1 p.m. 
Friday, November 13 
Het. Pusuicrry Ciup gala. New 
York Hotel, 
PuBLIcity 


T. tle Mesurier on ‘*The 
approach in sales pro- 


CLUB OOF PeTER- 
BOKOUON T. Harrison on “An 
advertising man travels abroad.” 

INSTITUTE OF PUBLIC RELATIONS. 
Visit to Madame Tussauds. 6.30 
p.m. 
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ADVERTISER'S WEPKLY 


How advertising has helped to modernise 


the ‘Daily Mirror’ 
TRIBUTE AT JUBILEE CELEBRATIONS 


ADVERTISING was thanked for the major part it had 
played in modernising the “Daily Mirror,” at the 
newspaper's Jubilee celebrations at Grosvenor House on 


Monday evening. 


Cecil H. King, chairman, 
Daily Mirror Newspapers Ltd., 
told a gathering of nearly 1,000 
guests—long-service employees, 
executives and workers’ repre- 
sentatives, together with many 
big names in the advertising and 
agency world: “We do not for- 
get that when the time came to 
rejuvenate the paper in 1934 we 
turned to the advertising world 
for new ideas and derived far 
more inspiration from _ the 
J. Walter Thompson Co. than 
we did from a study of the Daily 
Herald, then on top of the world, 
or from any other newspaper. 

“We have had our ups and 
downs,” he said. “In June, 1914, 
we gained the largest net daily 
sale in the world, over 1,000,000: 
in the early 1930's we had per- 
haps the lowest sale of any of 
the popular daily papers in 
London—it dropped in January, 
1934, to 732,448. 

“Since then we have recovered 
and, as we proudly claim on our 
mast-head every day, we have 
again the largest sale on earth, 
over 4,600,000. This in spite of 
the fact that we only print in 
London and because of the fact 
that in Southern England about 
one-third of all the daily papers 
sold are Daily Mirrors.” 


Faithful for 50 years 


Welcoming representatives of 
advertising, Mr. King said: 
“Some of them come from firms 
that supported the paper in 1903 
and are still doing so to-day 
There are no fewer than 22 ad- 
vertisers who were using the 
Mirror in 1903 and still are.” 

The rates had changed. In 
1903 they averaged under £9 a 
column. Now they were £232 
for run of paper positions. 

He continued: “To the out- 
sider, the publication of a daily 
paper must seem very simple 
anyway we are always getting 
advice from all and sundry how 
to do it. But judging by the 
efforts of our competitors to 
imitate us, it is harder for an 
outsider to tell what makes the 
paper tick than you would sup- 
pose. However, we struggle on 
—with some success—trying to 
provide millions of people every 
day with light entertainment, 
laced with as much instruction 
as we think the traffic will bear.’ 

And apart from the daily 
paper whose 50th birthday it 
was, there was the company—The 
Daily Mirror Newspapers Ltd.— 
which was now a_ world-wide 
undertaking, he said. In addi- 
tion to the Sunday Pictorial and 


eden 
COPY LINES OF | 
50 YEARS AGO | 


Some of the advertisers w ho} 
used the “Daily Mirror’ ing 
1903 have’ rather changed 
their tune, said Mr. King. 4 

In 1903 Columbia Gramo-4 
phones described themselves 
as the “world's best talking 
machine.” 

Courtaulds are now known 
for their dominant position in 
the rayon business. But in 
1903 rayon was not in general » 
use and Courtaulds were ad- 
vertising: “For fashionable 
mourning remember _ that 
Courtaulds Crepe is water-4 
proof and therefore is not 
damaged by a shower.” 

The “Mirror” also adver- 
tised the fact that His Majesty 
the Emperor of Russia had] 
accepted two Swan fountain 
pens. 


-e7rroeoo 


Reveille, it controlled one of the 
leading newspapers in Australia, 
as well as having an interest in 
many radio stations there: five 
flourishing newspapers in West 
Africa and a vast paper empire 
Their latest acquisitions in this 
field were the Dryden Paper 
Company of Western Ontario, 
and a share in the Australian 
Newsprint Mills near Hobart, 
where the primeval Tasmanian 
forest of 300 ft. eucalyptus trees 
was being ground up into news- 
print Nearer at home, their 
associated companies made wall- 
paper and = newsprint, brown 
wrapping paper and paper hand 
kerchiefs—the blue paper for 
sugar bags and the yellow paper 
for income tax demand notes. 


Nearer to readers 


In conclusion Mr. King said: 
“The great point about this firm 
is that every private in fact has 
a field-marshal’s baton in_ his 
knapsack. Of the present direc- 
tors nearly all started from the 
bottom and have won their way 
3 on merit alone—the last two 
chairmen rose to that position 
from nothing at all. erhaps 
that is why as a newspaper we 
are nearer our readers and our 
day than are most of our com- 
petitors.” 

Photographic flashbacks of the 
past SO years were used to 
decorate the Great Hall and old 
newsreels were screened. Closed 
circuit TV was used to relay the 
reception to screens throughout 
the hall. 


Top table 
right, H i 

Practitioners in 
C. H. King, Cecil H. King, chairman of the Daily Mirror Newspapers Ltd., 


at the “Daily 
Oughton, 


scene 


Mrs. G. H. Wood, wife of Major G 


Mirror” 
president of the 


{dvertising, and chairman of W 


jubilee celebrations with, lefi to 
Institute of Incorporated 
S. Crawford Lid., Mrs 


H. Wood, chairman of the Federation 


of London Wholesale Newspaper Distributors and chairman of Surridge, 


Dawson & Co., 


=n 


At one of the 
shows 
Television 
watch a film ‘ 
which puts the case for and against 


open-air 
organised by the 
Association, 


cinema 
Popular 
audiences 
Televiewers’ Choice 


the introduction — of 
television 


Packs lacked 
ad. appeal 


Entries in the British Paper 
Box and Carton Design Competi- 
tion, 1953, have been adversely 
criticised by W. W. J. Studd, 
chairman of executive, Advertis- 
ing Association, who was one cf 
the judges. 

He said that, though many of 
the exhibits that gained awards 
were highly commendable as re- 
gards constructional craftsman- 
ship, they were almost devoid of 
advertising and sales value. Also, 
he was surprised that no more 
advertising agencies had ex- 
hibited 

General opinion of the judging 
panel was that the standard of 
entries was high both from the 
box-making and marketing points 
of view. It was felt to be a pity 
that some of the more familiar 
packs now on the market had 
not been submitted. Iwo judges 
thought that support from the 
trade and individual designers 
could have been better 


compel tive 


Lid., and Fred Poke, creator of “Everybody's.” 


Co-op. switch 
ad. policy 


The Co-operative Wholesale 
Society has abandoned the policy 
of featuring general co-operative 
principles in its trading campaigns 
and is concentrating on com- 
modity advertising. 

; Churchward, — publicity 
manager, C.W.S., made this an- 
nouncement at the autumn con 
ference of co-operative managers 
in Manchester last week 

Ihe managing secretary of 
Wellingborough Co - operative 
Society, K. Noble, said that 
classified advertisements in- the 
press could be more powerful 


The Newsprint Rationing Com- 
mittee, at its meeting last Thurs- 
day, contirmed its “No returns” 
rule on newspaper sales. 


than displayed announcements, 
and instanced a recent case in his 
own Society where a small ad 
vertisement for furniture in the 
For Sale column produced a 10 
times greater reaction than a 
four inch double column = for 
furniture 

J. H. Halliwell, P.R.O., South 
Suburban Co-operative Society, 
will remain acting secretary of 
the Co-operative Publicity Mana- 
gers’ Association, following the 
resignation of C. R. Bayliss, until 
the next annual meeting, to take 
place in April in Edinburgh 


100,000 at ‘Woman 
and Home’ exhibition 


The Manchester Evening 
Chronicle's fifth “Woman and 
Home” Exhibition in the City 


Hall was attended by well over 
100,000 people during its 11 days. 
Advance publicity was handled 


by F. John Roe, Ltd, with a 


complete Manchester and North 
West coverage of 16-shects, show- 
cards and press advertising 
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ADVERTISER'S WEEKLY 


Arthur Knight 
retires: Bacon 


as chairman 


Arthur Knight, founder and for 
34 years chairman of Arthur nient 
Co., Ltd., has retired 
Davies, who has been w years +! 
the company and joint managing 
director for the last 15, has also 
resigned from the board but will 
remain full-time consultant until the 
end of the year. 

New chairman is Patrick Bacon, 
who joined the company as joint 
managing director in 1939 after 
copywriting experience with Gil- 
bert's, E. Walter George, the Winter 
Thomas Com npany, London Press 
Exchange, and Erwin Wasey. 

He is joined on the board by two 
new directors, J. E. Dowling and 
J. A. Major. Mr. Dowling, who 
has been senior copywriter with 
Charles F. Higham Ltd., was trained 
with the Ford Motor Company in 
France, and has been on_ the 
creative side of Gilbert’ 8, Dorland’s, 
Hobson's, Goring’s, and Mather & 
Crowther. Mr. Maton until recently 
a senior executive with Clifford 
Bloxham and Partners, has served 
with Osborne Peacock, Benson's, 
Hobson's, and Service Advertising. 

* © * 

lan G. Rae, a director of McInnes 
Thomson Advertising Ltd., Glasgow, 
is joining one of the agency's clients 
as sales manager. The client ts 
Innes, Walker (Engineering) Co., 
Ltd., manufacturers of “Clydebuilt” 
agricultural equipment. Mr. Rae 
has been responsible for Innes 
Walker advertising over the past 
year and the appointment is a direct 
result of the considerable develop- 
ment of the company’s activilies 
during that period. Mclnnes 
Thomson Advertising Ltd. will con- 
tinue to handle the account 

* * * 

Roles and Parker Litd., have 
appointed Richard Clements, [or- 
merl public relations officer with 
the Exide g group, as press relations 
officer. Mr. Clements is a former 
science correspondent of the Dail) 


_a ugh 4 Auger 


A CAPITAL RE TURN’ 


ON YOUR APPROPRIATION 


former 


Ann Cedar 


Mirror and editor of The Chemical 
Age. 
a * * 

Ian C. Rennie, who has been 
advertising manager of Max Factor 
Hollywood and London (Sales) Ltd. 
for nine years, has yesigned to take 
up an appointment with the First 
International Agency Ltd., where, 
several years ago, he was chief 
copywriter. Prior to joining Max 
Factor he was a director Arm- 
strong-Warden Ltd. He was also 
at one time a copywriter with 
London Press Exchange Ltd. and 
chief copywriter with C. and A. 
Modes Lid. 

* * * 


Robert H. Irvine has been elected 
to the board of directors of Creative 
Journals (Industrial) Ltd.,  pub- 
lishers of Industrial Equipment 
News. Mr. Irvine has had a long 
and successful career in industrial 
yublishing in association with the 

homas Publishing Co. of New 
York, and is the son of the late Dr. 
Alexander Irvine, the author. 


Auger and Turner 
reorganisation 


Following reorganisation at 
Auger & Turner Ltd., Hugh Auger, 
who has been a director since the 
agency's inception, has been ap- 
pointed managing director. The 
managing director Ron 
Empson has been appointed director 
in charge of overseas advertising 
and Continental Fairs, several of 
which are handled by Auger & 
Turner. 

A new addition to the board is 
Ann Cedar, Danish publicity wo- 
man who is head of the Jutland 
——— firm of Ann_ Sorensen. 
he will operate from London 
handling fashion accounts. Cecil 
Turner remains as chairman. 

* * * 

George D. Bryson has been 
clected vice-president of the General 
Foods Corporation of America in 
charge of international operations 
Mr. Bryson was managing director 
of Young & Rubicam Ltd., London, 
from its inception in 1944 until last 
year, when he returned to Young 


E. A. Mills 


A. T. Henderson 


P. Bacon 


& Rubicam in New York as a vice 
president. He left recently to join 
General Foods. 

* o * 

E. A. Mills, London representa- 
tive of the Amalgamated Press Ltd., 
has been appointed representative for 
Leeds and the north-eastern area 
He is replacing J. Y. H. Bowden, 
who is returning to London to take 
up an important appointment which 
will be announced shortly by A. W. 

rr director. 
* * 

ee Marsh, production mana- 
ger of Sandbrook, Metcalf & Co., 
Ltd., the Birmingham agency, is to 
take charge of its newly formed 
media department. Derek Marks, 
of the production department, is 
peemeted manager of that depart- 
ment. 


Major i. I. M. * sensi, ceiiiane 
of the Tweeddale Press, his wife 
and eldest son, sailed from Tilbury 
on Friday, on a five months’ visit 
to his Cacntenss New Zealand. 
Major Smail purchased the Southern 
Reporter in 1950 and added it to 
the Tweeddale Press group which 
also includes the Berwick Advertiser, 
the Border Counties Chronicle and 
Mail, and the Berwickshire 
Advertiser. 

* * 

The following have been elected 
Fellows of the Institute of Public 
Relations: F. C. Gillman, chief 

ress and information officer of 

IAC; R. G. S. Hoare, chief in- 
formation officer of the Ministry of 
National Insurance; A. A. 
McLoughlin, P.R.O. of a 
County Council; Alan Simp: 
chief P.R.O. of the Northern / a 
Command; A. K. Vint, P.R.O. of 
the county borough of Hastings 
(treasurer of the Institute from its 
inception) and M. J. Buckmaster, 
P.R.O. of Ford Motor Co. 


_R. Clements 


J. E. Dowling 


NoveMBER §, 1953 


J. A. Major 


Austin L. Hatton, diplomatic cor- 
respondent of the Westminster Press 
Provincial Newspapers, has been 
appointed editor of the National 
Press Agency. This is a new 
appointment with the object of 
developing the feature and other 
services offered by the —. 

* 

Sidney R. Cangien, GPO 
principal information officer, has 
several plaster bronze exhibits in 
the 36th annual exhibition of the 
Post = Art Club. 

* 

G. L. | publicity, manager 
of Lamson Paragon Supply Co. w 
Ltd., has been elected to the coun- 
cil of the Office Appliance and 
Business Equipment Trades’ 
Association. 


A. T. Henderson joins 
‘The Recorder’ 


A. T. Henderson, who has joined 
the financial advertising staff of The 
Recorder, was a member of the 
Stock Exchange until 1949, when he 
joined the financial advertising stalf 
of The — 

* 

-— sentagement we. is announced of 

berton, space buyer 


- , 7 - Press Advertising Ltd., 
Manchester head office, and T. = 


Mather of T. 
(Woollen Textiles). 
* an * 

B. R. Stevens, formerly of Donald 
Macdonald (Advertising) Ltd. and 
Osborne Peacock Co., Ltd., has 
joined the Manchester staff of the 
Howard Organization (Howards 
Press Advertising Ltd., Howards 
Publicity Ltd.), as account executive 
and assistant to Paul Short, gencral 
manager. 


7 a * 

F. J. Pothill has joined the statf 
of Sales Promotion Ltd., as tts 
general manager. After coming 
down from Oxford he joined Max 
Ritson & ee 

co * 

Denis } Embley, promo- 
tion manager of Time-Life Inter- 
national Ltd., publishers of the 
international editions of Time and 
Life magazines, sails to-day (Thurs- 
day) on a visit of several weeks’ 
duration, to the company's head- 
quarters in New York. 

* * * 

Kenneth Vere, sales promotion 
and advertising manager of Frigidaire 
division of General Motors Ltd., 
who is recovering from a recent 
operation for appendicitis, will be 
returning to duty shortly. 


Mather & Son 


/ 


INVESTORS: 
CHRONICLE 


GEORGE BULLOCK 
ADVERTISEMENT MANAGER 
ll, GROCERS’ 


MET. 8282 
HALL COURT, E.C.2 
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They must have spent 
a fortune on fireworks 


Yes. They all club together of course and a lot of them are making very 
good money. 


They, certainly are. When you consider overtime and remember there are 
many households with two and three wage-earners, you can see there must be 
quite a few families on this estate with total incomes of {25 and £30 a week. 


And they don’t have heavy overheads either. Canteen meals . . 

subsidised rents . . . . low fares. It’s no wonder they can afford to have 
a splash every now and again. People like these make up the largest 
part of the market for most luxury household products, too. It would be 


interesting to know just how many television sets there are on this estate. 


And washing machines and refrigerators. To say nothing of motor-bikes 


and cars. Yes, they are the people with money to spend these days. 


DAILY MIRROR 


ADVERTISER'S WEEKLY 


With the highest daily net 
sale in the world, the 
DAILY MIRROR 

offers the most powerful 
mass market coverage in 
the history of daily 
newspapers at the lowest 
square inch per thousand 
rate of all national 
dailies. 


When planning 

your schedules you 
MUST include 

THE DAILY MIRROR 
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ADVERTISER'S WEEKLY 


HASLAM MILLS 
ANTHOLOGY 


Welcome for 
‘Ad. Weekly’ 
Supplement 


Widespread interest has been 
aroused by last week’s an- 
nouncement that “Advertiser's 
Weekly” is to publish, as a 
Supplement to its Christmas 
Number on December 17, an 
anthology of Haslam Mills 
advertisements, with an appre- 
ciation of the master copy- 
writer's work by his nephew, 
G. H. Saxon Mills. 

It is already clear that this 
Supplement will be welcomed 
as a much needed addition to 
the bibliography of advertising, 
and that it is eagerly awaited 
by advertisers and agents 
throughout the country. 

Contributors will also include 
McDonough Russell, associate 
director and copy chief, F. C. 
Pritchard, Wood & Partners 
Ltd., and Philip Stobo, director, 
S. H. Benson Lid. Both 
recognised as leading copy- 
writers of to-day, they will 
discuss the relevance of Haslam 
Mills and his work to the new 
approach to copy technique 
demanded by the changed con- 
ditions of modern times. 

Orders for “Advertiser's Weekly” 
Christmas Number containing 


ae this Supplement (as well as the 
oy, traditional humorous contribu- 
$e tions) should be placed at once 
es to avoid disappointment. 
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Designed by a Dutch artist, G. 
Melai, and printed in Great Britain, 
by McCorquodale and Co., this 
12 colour poster is being used by 
Aer Lingus, to supplement the 
publicity drive in this country by 
the Irish Tourist authority. 


“a - STANOS FIRST AND 
: FOREMOST IN LONDON 


AND PROVINCES 


PRINCIPAL BRANCHES 


TEMPLE BAR 2468 


“Carpet Review’ window displa 
Carpet Fortnight, attracted nearly 250 entries from retailers throughout 


the country. 


Here pictured are (left to right) G. Davidson, British 


competition, run in conjunction with 


Carpets 


Promotion Council, and H. F, Tysser, editor of “Carpet Review,’’ watching 


the three judges, Eric Lucking, advertising and display manager, 


Liberty's, 


Maurice Catesby, director, Catesby Ltd., and Arthur J. Symes, editor of 


“Display.” Results will 


announced on November 12. 


CREATIVE CIRCLE PLAN TO PUBLISH 
‘ARTIST IN ADVERTISING’ GUIDE 


W. T. Stevens, of F. C. 
Pritchard, Wood & Partners Ltd., 
is the new president of the 
Advertising Creative Circle. 

His election took place at the 
annual meeting of the Circle. 
Ashley Havinden, director of 
W. S. Crawford Ltd., was elected 
vice-president. Three vacancies 
on the council were filled by 
Jack Beddington, deputy chair- 
man of Colman, Prentis & Varley 
Ltd., Howard Barnes, director of 
Erwin Wasey & Co., Ltd., and 
Harold Stansbury, director in 
charge of planning at the 
J. Walter Thompson Co., Ltd. 

In his report of the year’s 
work, the retiring president, 
Clifford Bloxham, reviewed the 
Circle’s achievements, making 
particular reference to the success 
of the recent exhibition of 


Transport Minister's 


tribute 
The Minister of Transport and 
Civil Aviation, Mr. Lennox 


Boyd, paid a tribute to Motor 
Industry at a reception held by 
that journal at the Constitutional 
Club last Thursday. 

This annual event was attended 
by about 600, representing the 
motor trade, advertising agencies 
and trade journals. Kenneth 
Horne, sales director, Triplex 
Safety Glass Co., Ltd., amusingly 
thanked the blishers, Motor 
Commerce Ltd.; and Barrington 
Hooper, managing director, and 


John V. Collins, director, replied 


¢ 


American Advertising Art which 
was sponsored by the Circle and 
shown at the premises of the 
LIPA in Belgrave Square. 

He also reported that a book 
on the subject of “The Artist in 
Advertising” would be issued in 
the near future. 

This book is a guide for 
students in schools of art, which 
was written and illustrated by 
members of the Circle under the 
guidance of Philip Boydell, and 
was produced as a_ practical 
exercise in typography and print- 
ing by the LCC Camberwell 
School of Arts and Crafts. 

Reference was also made to 
the training and scholarship 
schemes which the Circle con- 
ducted, and to the many ways in 
which Circle members helped 
official bodies, schools of art and 
other organisations concerned 
with the creative side of advertis- 
ing by providing members 
of committees, lecturers and 
governors for art schools. 

Mr. Bloxham said that it was 

rticularly gratifying to the 
“ircle that the Mackintosh Medal 
would this year be awarded to 
G. R. Pope, who is an honorary 
member of the Circle and one of 
those primarily responsible for 
its formation nine years ago. 
Mr. Bloxham emphasised that the 
Circle had no financial endow- 
ments of any kind and its income 
was derived entirely from mem- 
bers’ subscriptions—apart from 
the special fund for the Hulton 
Scholarships. 


PROPRIETORS 


BORO 


ODHAMS PRESS LTD. 


MANCHESTER 
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GUARANTEE FUND 
FOR INDUSTRIES 
EXHIBITION 


An appeal for a guarantee 
fund of £100,000 for next year's 
Scottish Industries Exhibition 
was made in Glasgow by Lord 
Bilsland at the first meeting of 
the exhibition general committee. 

The exhibition is being held 
from September 2 to 18 in the 
Kelvin Hall, Glasgow, and 
preparations for it are already 
far advanced, with the organisers 
making a determined bid to pub- 
licise it not only in this country 
but in the Americas and the 
Commonwealth. 

The first exhibition, promoted 
by the Scottish Council (Develop- 
ment and Industry) in 1949, had 
been an outstanding success by 
every measure, and that was re- 
flected in the very large number 
of new industrial developments 
in Scotland to-day, Lord Bilsland 
said. 

A year’s preliminary work is 
behind the first-stage publicity 
drive now starting. 

World-wide coverage is already 
assured for material being put 
out by the publicity committee, 
under the chairmanship of Sir 
Alexander B. King, the cinema 
magnate. 

Within the two months ending 
December 31, 200,000 copies of 
a brochure are being distributed 
in North America, 200,000 at 
home and 100,000 in the rest of 
the world. Fifty thousand large 
posters are being distributed all 
over the world, and posters and 
brochures will be appearing in 
over 3,000 offices in’ North 
America during the whole period 
from now until the exhibition. 

Leading airlines are taking 
from 10,000 to 20,000 brochures 
each. 


Campaign could 
double turnover 


A campaign to make men 
wear the “right clothes at the 
right time” was advocated by 
Dennis H. Clive of the Inter- 
national Wool Secretariat at a 
convention of the Factory 
Managers’ Clothing Association 

He called for a concerted sales 
effort from the trade as a whole, 
similar to that of the cotton, tea, 
wool and leather trades. In 1946 
there was a large increase in 
the sales of men’s clothing, he 
said. To-day that increase had 
largely disappeared. A campaign, 
in conjunction with good retail 
selling, in two years could 


double the turnover in the trade 
and benefit the country as a 
whole. 


FOR ENTERPRISE 


IGINALITY AND 


EFFICIENT SERVICE 
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Good Housekeeping 


is not just 


another 


high elass magazine 


It is a specialist publication, 
with a readership that is quite 
unique, a readership with a 
specific and concentrated home 
interest. For selling goods to 
women for the family and the home 


Good Housekeeping is as much a 


specialist journal as is a motor- 
ing magazine to the enthusiastic 
motorist or a gardening journal 
to a gardener. 

Remember this when planning 
your clients’ advertising campaigns 


for 1954. 


* Just look at the current issue which is typical of the 
specialist appeal of Good Housekeeping. 


Good Housekeeping — Britain’s foremost Home magazine 


And remember, every advertisement in Good Housekeeping is guaranteed. 


NATIONAL MAGAZINE CO. 


GROSVENOR GARDENS, 


S.W.I 
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New unit system halves 


exhibition 


Wagging a way } 
lo success 


¢ Larger-than-life models of $ 
four popular breeds of dogs, 
4which wag their tails as a] 
qgSpratt’s Patent Ltd. trailer 
Pmoves along, have helped to$ 
win a silver challenge cup, 
and four first, four second, 
and five third prizes. , 

The exhibit, which has 
covered 8,000 miles while 
attending 42 carnivals and 
parades of decorated vehicles, 
comprises one of the com- 
}pany’s advertising vehicles 
towing the two-wheeled 
Ptrailer, which is fitted with af 
public address equipment as] 
well as the tail-wagging dogs. ¢ 


£666066¢66 
ll a i i i 


International 


art contest 


A publicity art competition, 
part of which is open to profes- 
sional advertising draughtsmen, 
25 years old or over, in Britain 
and other countries, is being held 
by the Rossel agency, of Brussels. 
It involves the production of two 
black and white drawings for a 
television set. 

Prizes for this international 
section of the competition total 
45,000 Belgian francs. 

Details from: L’Agence Rossel, 
122 Rue Royale, Brussels. 


Strengthen i ng. sales 
links abroad 


To strengthen the links be- 
tween their manufactuzing and 
sales organisation and connec- 
tions abroad the export division 
of Romac Industries Ltd. is pub- 
lishing a quarterly Romac News. 

First issue goes to eight illus- 
trated pages and carries news and 
reminders about products, sales 
aids, exhibitions and features a 
sales aid competition. 


Poster sites survey 


Following complaints about 
the number of advertisement 
hoardings along Bolton Road, 
Pendlebury, Lancashire County 
Council has informed the Swin- 
ton and Pendlebury Council that 
the county planning officer is 
undertaking a survey of main 
traffic routes. Meanwhile, the 
borough surveyor is to submit a 
report on the amount of rates 
received in respect of advertise- 
ment hoardings. 


“Tansportation advert 


stand costs 


DEVELOPMENT in ex- 
hibition stand design 
which Board of Trade officials 
feel will play a valuable part 
in attracting the smaller manu- 
facturer to the British Indus- 
tries Fair is being introduced 
by City Display Organisation. 
They are introducing a system 
of units for use on exhibition 
stands under the name of the 
Personal Plan scheme. Twelve 
different units have been pro- 
duced, designed by James 
Gardner. 

It is estimated that this system 
will cut costs by well over 50 
per cent. Last week City Dis- 
play demonstrated four stands 
fitted with the units. Built by 
normal methods they would have 
cost from £200 to £550 each. 
The use of units however, it was 
claimed, had reduced the costs 
from £60 to £200 respectively. 

A mail order form will shortly 
be sent to manufacturers listing 
the various units, colour schemes 
and furniture together with 
drawings of suggested layouts. 
The recipient will simply mark 
his requirements and they will be 
delivered to his stand at the 
exhibition. 

An advertising campaign in 
trade papers is expected to be 
launched soon. Although the 
units are being = introduced 
initially for the forthcoming 
BIF the Personal Plan scheme 
will operate for all future exhi- 
bitions. 


| WINDOW DISPLAYS TIE. 
WITH PRESS ADS. 
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Built by normal methods it is estimated that this stand would have cost 


£500. 


With the use of unit fittings, however, the price was reduced 


to £200, excluding carpet and furniture. 


Whisky firm sponsors paintings 


as answer to liquor ad. laws 


Fifty paintings and sketches of 
Canadian cities—a form of insti- 
tutional advertising born out of 
the Canadian laws governing the 
advertising of intoxicants—have 
reached London on a 30,000-mile 
goodwill tour and are now being 
shown at Park Lane House at an 
exhibition opened on Monday by 
Field-Marshal Alexander, former 
Governor-General of Canada. 

Commissioned by The House 
of Seagram, the Canadian 
whisky firm, the paintings are an 
“answer” to Canada’s rigorous 
advertising laws which in some 
provinces ban liquor advertising 
completely and in others allow 
institutional advertising so long 
as advertisers do not mention 
their product. It was in 1952 
that Samuel Bronfman, president 
of the company, whose hobby is 
art collecting, had the idea of 
using paintings of Canadian 


Window displays, tying in with their national press advertising, are. being 


used by Hanovia Ltd. to 


ublicise their prescription sun lamp. 


Technical 


& General Advertising Ltd. are the agents. 


cities for this purpose. The ex- 
hibition has already visited 
Ottawa, San Juan, Havana, 
Mexico City, Caracas, Rio de 
Janeiro, Sao Paulo, Montevideo 
and Rome. It will remain at 
Park Lane until the end of next 
week on free exhibition before 
going on to Paris, Geneva, 
Stockholm and Madrid, and 
finally to 22 Canadian cities, 
each of which will be presented 
with its own picture 

At a press reception — last 
Thursday, organised by Bonney 
& David Ltd. public relations 
consultants for the exhibition, 
those present were each given 
a specially produced album con 
taining reproductions of the 
paintings and also a fountain 
pen. 

Advertising agents for Sea 
gram are Rumble, Crowther and 
Nicholas Ltd. 


Getting ahead— 
in Munich 


Publicity ideas were exchanged at 
meetings in Munich of represent- 
atives of hat manufacturing interests 
in Britain, Germany, Austria. 
France, Switzerland, Italy, Belgium 
and Denmark. 

The talks were held under the 
auspices of Germany's Association 
for the Publicity of Men's Hats. 
and delegates outlined steps which 
were being taken in various Euro- 
pean countries. 


Conference News 


The borough of Margate’s pub- 
licity committee is issuing a monthly 
news sheet Margate Conference 
News which will be distributed to 
secretaries of organisations and 
associations which hold conferences 
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POSTERS get results through their unique power of 


repetition; an average campaign offers each “reader”? over a 


hundred opportunities a month of seeing your message. Mills 


& Rockleys would be pleased to discuss planned poster advertising with you. 


MILLS & ROCKLEYS LTD 


Poster Advertising Contractors ~- Administration: 2! Queens Road, Coventry 
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GET CRACKING! 


Two campaigns 


to advertise 
advertising have just been 
launched, one on each side of 
the Atlantic. 

In the United States the Adver- 
tising Federation tells the 
consumer: “America lives better 
because of advertising.” Simple, 
direct, effective propaganda. 

In Ireland the Association of 
Advertising Agencies goes into 
more detail and explains how 
advertising sells. 

Both, like their energetic counter- 
parts in France, are conducting 
active public relations for their 
business. 

What is happening in Britain? 
Thanks to a new spirit and 
energy, money is at last avail- 
able. 

But time is now of the essence. 
SHOW BUSINESS 
The record attendance at the 
Motor Show emphasises two 

points: 

Contrary to what some doubters 
have suggested, the exhibition 
—particularly the big event— 
pulls in the crowds; and the 
full benefit is secured only 
when an exhibition is backed 
up and followed up with full- 
scale advertising using all suit- 
able media, 

The lesson is clear: There is 
nothing to beat the carefully 
integrated campaign launched 
alongside a big event and sus- 
tained with regular advertising. 


Example for BIF 


The Motor Shov: provides a fine 
example for the organisers of 
the British Industries Fair. 

The impression was abroad that 
the future of the Fair was 
uncertain. This is strenuously 
refuted by a Board of Trade 
statement that next year’s 
event is planned to be bigger 
and better than ever. 

Emphasis will be on the smaller 
manufacturer, and that will 
help to present a more detailed 
picture of British industrial 
capabilities. 

But the organisers must do more 
than cater for the technical 
buyer. The Fair needs an 
imaginative publicity boost to 
capture the imagination of 
people throughout the world. 

With the right approach it would 
be possible to create great 
enthusiasm, and thus build 
business. 


steady the sales graph 


wer is the value of special 

sales promotion campaigns 
and how do such schemes fit 
into the normal pattern of day 
to day selling? 

“National Hoover Week,” for 
example, has become a tradition 
amongst our dealers, who now 
look forward, each year, to an 
extra sales boost at a time when 
under normal circumstances a 
re-Christmas slack period might 
e expected. 

This is only one aspect that 
makes the special sales campaign 
so worth while. Normal adver- 
tising and sales promotion, 
geared to the traditional selling 
periods, and, therefore, to peak 
selling cannot be expected to 
counteract every seasonal dip. 
The spot sales drive can, how- 
ever, be planned to coincide with 
any seasonal lull and can give 
impetus to the following peak 
period. In effect, the special 
sales campaign tends to smooth 
out sales at an ever increasing 
level. The effect is cumulative, 
and when the special effort is 
supported by a sound overall 
advertising policy dove-tailed to 
fit the special campaign, there is 
no limit to the eventual results. 

As a vehicle for introducing 
new products its use is obvious. 
Hlere, again, the normal advertis- 
ing plan cannot be expected to 
carry the weight of everyday se!- 
ling and cover the special com- 
mitments of introducing a new 
product. It can certainly supple- 
ment the main job carried out 
by the special sales campaign, 
but placing a new product on the 
market to-day calls for excep- 
tional consideration. Especially 
is this so when an entirely new 
type of product is to be intro- 
duced. 

Now that we are back to sei- 
ling proper, that is selling against 
competition with goods in free 
supply, these special campaigns 
also form a_ potent weapon 
against unusual market fluctua- 
tions. These fluctuations are in- 
evitable under conditions of free 
selling and they are such that 
normal planned advertising and 
sales promotion cannot be easily 
designed to counteract them 

A spot sales drive held in 
reserve against any fall in the 


market can be a powerful deter- 

mining factor when considering 

the overall promotional plan. 
For the manufacturer of mass 


GUEST COLUMN 
by 
F. H. BUNN 
director 
and 
general 
sales 
manager 
HOOVER 
LTD. 


produced goods, special measures 
must always be at hand to en- 
sure that demand is_ keeping 
company with — supply. The 
special sales campaign is the 
logical answer 

Advertising’s proper job is 
stimulating the market in order 
that the sales force can sell on 
prepared ground, and when I say 
sales force, I mean retailers also. 
[he dealer must, of course, give 
representation to a number of 


manufacturers, all of whom are 
in competition with each other. 
He is chary about giving exclu- 
sive support to one manufacturer 
even if only for a short period. 
But, knowing that the manufac~- 
turer is planning to put “all his 
eggs in one basket” for one in- 
tensive campaign, the dealer will 
follow suit. 

Several thousand _ retailers 
backing one manufacturer on an 
exclusive basis for even the 
shortest period, means a big 
boost to sales. 

The direct result of these sales 
will spread and be felt for some 
considerable time. Indirectly 
the results are immeasurable. 

The special spot sales cam- 
paign acts in a_ three-fold 
manner. It gives extra boost to 
the introduction of new pro 
ducts; it smooths out the fluctua- 
tions of the traditional selling 
seasons and generally increases 
the level of sales; and finally it 
acts as a safety factor, guarding 
against unforeseen market con- 
ditions 


® Brewers are to lay more 
emphasis on drinking at 
home in campaigns planned 


for the winter. The change 
in consumer habits caused by 
television in the home has 
now reached marked propor- 
tions. 

® New copy line for fish adver- 
tisements: Out of 6,000 
cases of food poisoning 
reported to the Ministry of 
Health between January and 
October, fish was responsible 
for only 75. 


® Branded cooking fat will be 
introduced at the same time 
as branded margarine when 
rationing ends next year. 
Two of the biggest manu- 
facturers are planning pub- 
licity on a massive scale. 

@The forecast is that fats 
campaigns will be among 

the biggest next autumn. 


®Some of 


® Campaigns for clothing will 
be boosted next year with 
the arrival of big quantities 
of Terylene on the market in 
the new year. 

Extension of mail order 
schemes for Service families 
in other overseas areas is 
likely to follow introduction 
of the service started by 
the Great Universal Stores 
Ltd., for troops in Germany, 
Austria, Trieste and Egypt. 


® Latest point-of-sale device is 


an imitation TV set showing 
on its screen illuminated 
messages on a_ revolving 
drum. Moving letters can 
be arranged to spell out any 
slogan. 

the bigger dry 
cleaners are to introduce free 
vouchers giving rebates on 
selected garments. 
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The acid test 
of advertising 
The life blood of business is 
advertising. 


This statement was paid for 
in the Sheffield } 


He used it as headline for a 
lengthy announcement in the 
classified columns, which 
stated: 

“We are frequently asked by 
our customers, and even by 
our accountants, if our annual 
expenditure on advertising is 
justifiable and profitable. We 
can only reply by quoting our 
sales turnover which increases 
every year. That is the acid 
test and sure proof that, first, 
our advertisements are care- 
fully read, and, secondly, our 
goods, prices, and service are 
not exaggerated and falsely 
represented. 

“Many of our customers call 
on us with a cutting of our 
advertisements to back up their 
belief in our various state- 
ments, particularly when speci- 
fic goods and prices are quoted. 
“Modesty in advertising pays 
good interest on outlay, and 
builds up goodwill and trust 
in the advertiser.” 


MANCHESTER 


Evening Chronicle 


GLASGOW 


Evening News 


NEWCASTLE 


Evening Chronicle 


SHEFFIELD 
The Star 


BLACKBURN 
Northern Daily Telegraph 


MIDDLESBROUGH 


Evening Gazette 


ABERDEEN 


Evening Express 
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Making brass for 
the advertiser 


of household brass- 
ware cles were offered in a 
2 in. s.c. classified advertise- 
ment in the Sheffield “Star” by 
Wilks Bros. & Co., Ltd., Nor- 
folk Street, Sheffield. 


Within two hours of the ap- 
pearance of the advertisement, 
hundreds of pounds’ worth of 
these articles were sold, and 
before the afternoon closed the 
entire stock had been sold. 


Unfortunately, the advertiser 
overlooked the fact that his 
6 in. double-column display ad. 
in the next day's “Star” con- 
tained a mention of the brass- 
ware. He appealed to Norman 
Stembridge, advertisement 
manager of the “Star,” to do 
something to stop the stream 
of buyers, and an_ editorial 
notice appeared on page one 
of the same day’s issue, in the 
later editions. 


Nevertheless, Wilks Bros.’ 
hardware shop had an excep- 
tionally busy time on all three 
days following the original 
classified insertion which cer- 
tainly sold—and made! -— 
“brass” for the advertiser. 


(Advertiser's Weekly, 


(Advertiser's Weekly, 
29 October, 1953) 


15 October, 1953) 


THE LIFE BLOOD OF BUSINESS IS ADVERTISING— 


- in K 


The hard-headed retailers of the pros- 
perous industrial districts of the North 
and of Scotland know they can rely on 


Kemsley evening newspapers to make 
“brass” for them. 


These papers (see above) are out- 


standingly effective advertising media for 
local and “national” advertisers alike. 

Judged on mill-inch rate they are 
economical; their “mill-sale” rate 
often amazes even old hands in adver- 
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Training for advertising—3 


300 


An operational headquarters 
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This is the College of 


Advertising as I see it 


By E. WARD BURTON, F.LP.A. 


Immediate past chairman, Insti- 
tute of Incorporated Practitioners 
in Advertising education commit- 
tee; director, T. Booth Waddicor 
& Partners Ltd. 


Y first recollection of a 

discussion on this fascin- 
ating topic of a College of 
Advertising goes back to 1938, 
when I was the new boy on 
the Institute’s Examination 
Committee. 


In those days there was no 
Institute Education Committee as 
such, but many influential ad- 
vertising people were thinking in 
terms of a link with one of the 
universities on the educational 
side. Since then, at intervals, 
friends, both in the agency field 
and outside it, have talked to me 
about establishing in London a 
centre of advertising education, 

I remember Anstice Brown ex- 
ploring the possibility of endow- 
ing a chair in advertising at Lon- 
don University. We quickly 
came to the conclusion that this 
was not what we really wanted, 
quite apart from the question of 
finance. More recently — the 
Leicester College of Art and 
Technology evolved a plan for 
a “sandwiched” course lasting 
15 months comprising three short 
residential periods spaced out 
with periods of practical applica- 
tion and guided study. It is a 
thousand pities that this experi- 
ment has not yet reached the 
stage of fulfilment. We should 
have learned a great deal from it. 

During the past two years we, 
at the Institute, have been able 
to run four week-end courses. 
These, I think it is safe to say, 
are past the experimental stage. 
One hesitates to prophesy where 
advertising matters are  con- 
cerned, but I personally feel that 
the week-end advertising exer- 
cise, tutored by the active heads 
of agencies, is a permanent and 
worthwhile addition to our 
limited educational facilities. I 
believe, too, that the applications 
for places will increase rather 
than diminish. But there is still 
much to be done. 


We need an_ operational 
headquarters for all the educa- 
tional work and the only place 
for this is London. 


In other professions 


I have often wondered whether 
there was anything to be learned 
from the established professions 
in this difficult problem of teach- 


ing advertising which is so new 
and by its very nature ever- 
changing. 

Ihe law has a clear cut method 
of entry through the Universities 
and the Inns of Court. Account- 
ants are well provided’ with 
schools and have a long-standing 
and successful training scheme. 
Dentists have a few of their own 
hospitals and are attached to the 
general hospitals until they obtain 


their qualifications. The three 
fighting services are scarcely 
comparable; they pick _ their 


officer material young and have 
unrivalled facilities for training. 
We may borrow some of their 
techniques from time to time 
but generally speaking we must 
be quicker to develop new ideas 
and be more elastic in our 
methods. The church and the 
scholastic profession are richly 
endowed with residential colleges 
and draw recruits from all the 
universities and university 
colleges. 

The Architectural Association 
run their own school. This 
started way back in 1847 as a 
sort of informal discussion group 

much smoke, some beer and a 
free-for-all on architectural sub- 
jects. Pupils and tutors met on 
a more or less level footing. Out 
of this grew organised evening 
classes; then in 1901 a full-time 
day school was established. As 
the old articled pupil system was 
driven out by economic pressure 
this school became a_ national 
asset and was giving a two-year 
course to about 300 budding 
architects at a time. ‘To-day the 
course is of five years’ duration. 
It has to compete with the uni- 
versities and technical colleges, 
some of which receive educa- 
tional grants from local authori- 
ties, but its reputation stands 
high and the profession would 
be much the poorer if it were 
ever allowed to close its doors. 

Perhaps there is even more to 
be gained by a close study of 
medical education. The normal 
first approach is through the 
public schools and county gram- 
mar schools to the university 
and so to the first M.B. Once 
this hurdle has been surmounted 
the scheme of training is in- 
tensely practical. The teaching 
hospitals play a most important 
art; post-graduate courses and 
ospital appointments at many 


different levels serve to continue 
the training of the young doctor 
and surgeon. Those who teach 
are themselves in practice; the 
operating theatre is more import- 
ant than the lecture room for the 
surgeon to be. The examining 
bodies, The Royal Coliege of 
Surgeons, The Royal College of 
Physicians hold a unique and 
powerful place in their respective 
fields and over all this vast 
organisation presides the British 
Medical Council—-and its word 
is law. 


What would j it cost ? 


So in advertising, in’ my 
humble opinion, we must have 
facilities for teaching the prac- 


tice and the theory’ side by 
side. 
What is the ideal? It does 


not take much investigation to 
bring one face to face with a 
pretty considerable financial 
problem. But it seems to me 
that we shall not get anywhere 
by saying we can't afford this 
and we shall never get that. 

Let us think of a building on 
a five-year lease giving us a 
lecture hall-cinema to seat 400, 
with three class rooms each to 
accommodate 200; with adminis- 
trative offices, canteen, etc. The 
floor area required would be 
somewhat around 5,000 sq. ft. 
and the rental not less than 10s. 
per sq. ft. 

This is the college as I see it. 
There would be a small perman- 
ent staff, mainly concerned with 
administration. The principal 
would be an advertising man of 
wide experience, persona grata 
with the leaders of all branches 
of advertising. He would have 
a council as governing body and 
a panel of tutors drawn from 
those best fitted to teach each of 
the subjects in the curriculum. 


What Ge collage mesa do 


The functions of the college 

would be fourfold. 

1. To act as a clearing house 
for recruits and to sort 
acceptable candidates into 
categories. To this end it 
would devise and run apti- 
tude tests and probably a 
preliminary examination for 
those candidates who have 


“We need an operational 
headquarters for educational 
work, and the only place for 
it is in London,” declares 
Mr. Ward Burton. 


After outlining educational 
schemes existing in some 
other professions he draws 
particular attention to medi- 
cal education and expresses 
the view that advertising also 
should have facilities for 
teaching the practice and the 
theory side by side. More- 
over, he voices the belief that 
nothing will be achieved by 
saying we cannot afford this 
and we shall never get that. 

He goes on to outline his 
conception of a College of 
Advertising and its functions, 
and estimates that it might 
cost £10,000 a year, less fees 


that might produce half that 
amount. 


“Advertising is prospering, 
it is education-minded. Now 
is the time to get this essential 
project moving,” he urges. 


not an educational certifi- 
cate of sufficient importance 
to warrant the IIPA and 
AA excusing them their 
respective preliminaries. It 
may well . that the right 
kind of aptitude test would 
serve instead of a prelim- 
inary. 
lo give instruction in the 
mechanical side of advertis- 
ing, so as to cut down the 
length of the learner stage 
when a candidate joins an 
agency or advertising de- 
partment. 

3. To organise and run fre- 
fresher courses, exercises 
and lectures dealing with all 
aspects of advertising. 

4. To provide a meeting place, 
library and exhibition loca- 
tion available for all advert- 
ising people. 


Who would use the school ? 


Although there are one or two 
agencies who are running com- 
prehensive schemes of their own, 
I believe most of the agents 
would welcome such a centre and 
would be prepared to contribute, 
by way of fees, to its upkeep. 
The big agencies and indeed 
many of the medium-sized ones 
also may eventually grow into a 
position in advertising compar- 
able with that of the teaching 
hospitals in the medical field. 
The college should help rather 
than hinder this development if 
simply for the reason that the 
recruits would be “sorted” 


nN 


beforehand and waste of time in 
(Continued on page 308) 


Paar 57. e: - 
as ep . 
hog a 
ae ee = eC 
io 
a pT ee 
a 
ez ee a 
. ee 
ap 
So 
a 
pe - 
say 4 
- : 
ba 
. _ 
ye 
Re 
k — 
@ 
a. 
_ 
if 
eae 
ie 
pei 
Ye 
AEs 
Se 
‘ ‘ A 
rigs 
= 
os 
j et = 
a 
4 2 ‘i 
i 
aa 
7 
¢ ue 
& ; 
t pe 
& 
: 
3 P| 
. 
‘aes 
© eed 
S 
io, 
zt “ff i 
: | 
a 7) " 
api . : a. ; ae rs | 
2 ‘ YANG a oe . sy 3 =i feos Rae ote SS ee e x » ea ae ‘ 
Sho) ee ee it ee a Se eee Sere — ee Hilo eee 
= ee ee ne ee ee oo eS 2 = ia ; se “¥ a tec aliiaae 
£ aus. e ae —— a . so as M, ei we i .. wl J > oti ar 3 oa sh ia] = cae PSS 


NoveMBER 5, 1953 ADVERTISER'S WEEKLY 


Occasionally we have the nerve... 


We don’t agree with the generalisation that 
the customer is always right. You know, some- 


times he isn’t. There are those occasions when 
a customer will in good faith condemn a 
printing block as indifferent, and when we find 
from investigation that the plate has been 
made the scapegoat, the true cause of trouble 
lying in one of the many other factors which 
have to be right if the printed result is to be 
commendable. When we have gently told the 
customer in such a case that he was not quite 
right, we have invariably been thanked for 
our helpfulness. On the other hand, when we 
do fall short of sound standards, as everyone 
does now and then, we admit it and do every- 
thing we can to put things right. We hope 
you won't think it smug of us when we say 


that this honest-to-goodness, straightforward 
policy is widely appreciated. 


Gigs &WALTSOM 


111 SHOE LANE LONDON EC4 Central 6555 Eighteen Lines 


Northern Office at 4 Chapel Walka Manchester 2, Blackfriars 1660 


Process Engravers — - Creative Artists and Photographers 
Advertisement Typesetters +  Electrotypers and Stereotypers 


Service in the Spirit of Helpfulness 
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After pondering the problems facing a 


copywriter asked to prepare a “blanket” campaign, 
COPY TASTER in his Review of Advertising 


expresses the view that 


a number of lines with 
such widely different uses or 
appeals that the only common 
denominator is the trade name, 
you can be sure that sooner or 
later somebody will fall head- 
long into one of the most 
seductive pitfalls in adver- 
tising. 

ler seny Sy the general pro- 
position that two can live more 
cheaply than one, and three can 
practically live for nothing, he 
sells the advertiser the idea of 
combining the campaigns for the 
different products into one series 
of advertisements, 

The client, he says, will then 
have bigger spaces and more im- 
pact or more frequent insertions 
and greater repetition value. 
Moreover, he may save quite a 
lot of pennies on  art-work, 
blocks, typesetting and electros: 
“Why ever didn’t we think of it 
before?” 

Not so long ago a copywriter 
was asked to prepare just such 
a blanket campaign for three 
products whose only relationship 
to one another wag the fact that 


fe hew, 2 wrth 
3 waive of Gree Tops’ 
And forge Abrul Adrning 


Se GN 
Wolsey Grip-tops 


For sheer noticeability — this 

Wolsey advertisement takes a lot 

of beating and the joy of it all is 

that the pictorial stunt is com- 

pletely and delightfully apt to 

the copy story. The free script 
is legible and has character. 


Portmanteau campaigns 
are seldom strong 


HEN a manufacturer has 


all three were kept in the 
kitchen. Product A, he was told, 
must be given SO per cent of the 
emphasis in the advertisements; 
Product B must have 30 per cent, 
and by simple arithmetic he 
would be left with 20 per cent 
for Product C. What should he 
do about it, bearing in mind that 
completely realistic pictures of 
all three products must appear 
in every advertisement? 

We pondered upon such head- 
lines as “The Greatest Name in 
Good Kitchens” and “Three 
Signs of a Clever Cook” and 
then it was time to go back to 
our offices. The first advertise- 
ment appeared the other day and 
I found that he had solved the 

oblem and no doubt delighted 

nis client by simply putting the 
word “Leadership” in  copper- 
plate script at the top. 

Such a headline is scarcely cal- 
culated to strike a responsive 
chord in a housewife’s heart or 
arouse her feminine curiosity, 
but when a copywriter has chalk 
and cheese to advertise in one 
advertisement he had better re- 
member that word “Leadership.” 
At least it doesn’t do any harm, 
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This advertiser has formed a 


very clear idea of the type of 
young man he wants to attract. 


and the whole conception of the 


campaign ensures that he can't | 


do anything really good. 


All this really arose from my ' 


study of the different motor 
manufacturers’ advertising during 
the Motor Show. For obvious 
reasons it is extremely difficult 
to do an outstanding campaign 
at such a time. Almost unani- 
mously the manufacturers de- 
mand large and detailed pictures 
of at least one of their models, 
with a fairly long specification 
or description near each picture. 
Many of the manufacturers have 
name-blocks designed in the age 
of brutal ugliness, and they want 
to see them big and black. Any 
other picture than a motor-car 
is felt to be a waste of space. 

So the copywriter has to find 
headlines that cover the big 
luxury model, the shooting-brake 
and the baby car as well. Ali 
three models appeal to different 
types of people with different 
desires and ideals, but one head- 
line has to appeal to all. 

Do you wonder that such 
sleepy headlines as these are 
found: “You must see these!” 
“A bigger and better Hillman 
range,” “If you put Quality First 
you'll be glad you bought a 
Morris,” “Finest Motoring Value 
of the Year!” and—bless my 
soul!—‘Ford Leadership?” 

In the circumstances they are 
the kind of headline that we 
should all be compelled to write, 
and these particular circum- 
stances are inevitable every year, 
since only a fraction of the 
population can go to the show 
and the advertisements must try 
to take the show to everybody 
else. 

But during the rest of the year 
it would be wise to let the rule 
be “only show one car in one 
advertisement, and give the copy- 
writer freedom to sell that model 
for all he’s worth, even if his 
argument is not helpful to the 
rest of the range. 

A particularly instructive ex- 
ample of what happens when one 
campaign trics to sell several 
lines is the current Nestlé series 
in women’s magazines where 
a glittering generality of a 
headline like “They're good, very 


VICTOR’S LAURELS FOR THE 
DAVID BROWN ASTON MARTINS! 


wi 


The 

all the rules 

advertising—and who will say 
that he was wrong? 


one advertiser who broke 


of Motor Show 


good, from Nestlés” takes the 
place of something appetising 
and enticing, and the poor layout 
man has to fit into squares at 
the foot of the advertisements 
such strange bedfellows as bars 
of milk chocolate and bags of 
tomato soup. 
* ok 

lr has always been a puzzle 
to me that even in the outermost 
fringes of the clothing trade the 
advertisers always insist on show- 
ing pictures of their product. In 

lack and white advertisement 
all men’s socks except Tenova 
2zre like Chinamen: you can’t 
tell one from another, though 
their mothers undoubtedly can. 

Yet the socks must be shown, 
large as life and as nearly as hand- 
some as any socks can ever be. 

Wolsey keep to the tradition, 
of course, but isn’t this a valiant 
and wholly praiseworthy effort 
to make a silk purse out of 4 
sock’s ear! For sheer notice- 
ability the advertisement takes a 
lot of beating and the joy of it 
all is that the pictorial stunt or 
gimmick is completely and 
delightfully apt to the copy story. 
The free script used for this 
headline is readily legible and it 
has character—the two rare 
qualities that alone can ever 
justify the use of this kind of 
lettering. 

One member of the clothing 
trade who seems to swim very 
profitably against the stream 
of conventional advertising is 
Hector Powe, the London tailor. 
His rather discursive, signed 
copy is always entertaining and 
I particularly admire the way he 
keeps up the interest to the end. 
It would be so easy to fall into 
a morass of trade jargon, boast- 
ing and superlatives at the very 
end, but almost invariably Hector 
Powe gets his effect by argument 
rather than by adjectives, and 
often there is a modest diffidence 
that seems bound to win friends 
and influence people. This for 
example: “We... do not claim 


(Continued on page 308) 
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SEE THE 
SIGN BELOW 
AT THE 
LONDON 
SHOWROOMS 


@ SIGNS, SHOWCARDS, DISPLAYS 
MANUFACTURED IN HARDBOARD, 
CARDBOARD, PERSPEX, GLASS, 
PLASTIC, WOOD AND METAL 


IN OUR OWN FACTORIES LIGHT - COLOUR - MOVEMENT 


These are the things demanded by users of both 

indoor and outdoor signs to-day and this 
“FLUID COLOUR SIGN” incorporates these qualities 
at their best. 

Although the cheapest colour-changing sign obtainable 
to-day, the same ACME high quality is maintained through- 
out and fascinating new features are incorporated. 

Obtainable with either perspex or glass overlays—the 
overlays are easily removable and interchangeable, making 
one sign do the work of half a dozen if desired. 

The brilliant, constantly changing colours are diffused 
through a hammered-glass panel sectioned toenable aclear- 
cut illumination of a trade mark or illustration to be 
included in the design. 

Supplied in various metal and stove-enamelled finishes, 
the sign measures 30° long by 9” high by 8” deep. All 
working parts are standard fitments and easily and cheaply 
replaced. 


ACME SHOWCARD AND SIGN COMPANY LIMITED 
9 SOUTH MOLTON STREET, LONDON, W.I - Telephone: MAYfair 0292 


Showrooms also at CROWN BUILDINGS, JAMES WATT STREET, BIRMINGHAM, 4 . Telephone: Birmingham Central 2345 
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Canada’s six_markets 
High incomes and wise spending 
in a stable market 


In this, the second of a 


special series of surveys covering the major regions 


of Canada, MARSHALL YARROW, Managing Editor, The Ottawa Citizen, draws 
attention to the fact that rye: already a valuable and reliable market, will be 


the Canadian focal point of dir 


TIAWA, the Canadian 
capital, is a _ beautiful, 
thriving city of 202,000 people. 
Within its metropolitan area, 
282,000 inhabitants, French 
and English, live in an atmos- 
phere of economic security 
unequalled anywhere in_ this 
robust, booming member of 
the Commonwealth of Nations. 
The iron-clad core of Otta- 
wa's economy is the Civil 
Service of Canada. Thirty-five 
thousand people in Greater 
Ottawa earn their living as 
civil servants. Another 8,000 
are Government employees in 
crown companies and corpora- 
tions. Central Mortgage and 
Housing (the Federal Govern- 
ment's housing authority), the 
National Research Council, 
the Canadian Broadcasting 
Corporation and Canadian 
Arsenals head office are only 

a few of these. 

The annual payroll for these 
employees alone is over $100 mil- 
lion yearly. It is steady, it is 
sure. There may be ups and 
downs in the automobile busi- 
ness and in steel; the farmers on 
the Prairies have their good 
times and their bad times with 
wheat and livestock; even the 
mines feel the varying economic 
pressures of supply and demand. 

But there are no lay-offs in 
the business of governing a 
nation that is growing and Teas 
ing ahead at a faster per capita 
rate than any other in the world. 
Each new discovery of new 
wealth; each new ramification of 
trade and Government encour- 
agement of industry and research 
means more experts and more 
staffs. And they come to 
Ottawa to work, make their 
homes and live good lives on a 
high and steady standard. 

But Ottawa is not merely a 
“civil service” city. It was 
founded on the primary industry 
of lumbering, and lumber pro- 
duction still plays a great part in 
stabilising the economy of Hull, 
a sister city of 44,000 inhabitants 
in the Province of Quebec just 
across the Ottawa River. 

What was once the “Sawdust 


Capital” home of a few mer- 
chants and soldiers and play- 
ground of roistering lumberjacks 
in from the spring drive, is now 
a firmly established city, whose 
growth is accelerating each year. 
its people earn a weekly pay 
packet of $4,669,602 and during 
1952 were paid $242,819,304 in 
salaries and wages. 

Last year Ottawa had 82,156 
wage earners. Combined with its 
sister city of Hull, it had 97,838. 
An indication of the swift climb 
in Ottawa's fortunes is found in 
the average weekly wage, which 
has jumped from $23.17 in 1939 
to $48.75 in 1952. 

Ottawa _ residents, encouraged 
and comforted by the security of 
their op ag agen spend well and 
wisely for the good things of life. 
During 1952 the value of 
cheques passing through the 
Ottawa Clearing House totalled 
$5,454,556,571. In 1939 it was 
only $1,226,268,210. With the 
boom-and-bust fluctuations trans- 
formed into steady progress by 
the ever-present federal payroll, 
Ottawa people can afford to plan 
and spend. And they do! 

Statistics tell a convincing 
story. The latest official figures 
come from the 1951 Federal 
Government census. 

In 1941 the population § of 
Ottawa’s metropolitan area was 
226,290, the city proper had 
171,941. By 1951 these figures 
had become 281,908 and 202,045. 

In the metropolitan area there 
were, at census tisne, 114,546 per- 
sons employed, 78,458 males and 
36,188 females. 

An examination of the follow- 
ing classifications gives a clear im- 
pression of the varied fields of 


opportunity : Males Females 


Proprietary and managerial 9,631 954 
Professional i .. 8561 4,753 
Clerical . 11,459 17,661 
Primary nt 2 1,176 38 
Manufacturing and = me- 

chanical ‘ . 11,363 2,161 
Construction 5,950 il 


Iransportation and Com- 
munication 6,931 879 


Commercial and Financial $,159 2,616 
Service : .. 11,849 6,738 
Personal 3,428 6,606 
Labourers 6,699 S538 


Ottawa Board of Trade figures 
reveal there are 122 manufactur- 


Advertising and selling problems 
in Switzerland? 


Publicitas 1s the leading and largest advertising agency 
with 50 branch offices. General information and exact 
estimates are supplied free and without obligation to you 

Write to our fully equipped Foreign Department, Lausanne, 
3 Avenue Benjamin-Constant 


ion and management and a great beneficiary in a 
vast industrial development. 


ing industries in the metropolitan 
area, employing 9,932 persons. 
More than 225 different types of 
items are produced in_ these 
plants. Only six firms employ 
more than 300 people. The 
average number of employees per 
firm is 81, with males outnum- 
bering females five to one. 

A partial list of products 
manufactured in Greater Ottawa 
shows that paper products lead, 
beers and ales follow, with 
heating and allied equipment 
next. Near the top are printed 
forms, foundry products, con- 
tainers, sporting and _ hunting 
goods, aircraft and computing 
instruments, articles of wood and 
machinery. 

In Metropolitan Ottawa the 
average annual earnings of the 
males was $2,279, of the females 
$1,457. 

The housing picture best illus- 
trates the high standard of 
living. There are 67,017 fami- 
lies and 66,261 separate dwellings, 
including apartments, an indica- 
tion of practically no “doubling 
up” due to inability to pay for 
private quarters. This was at a 
time of a “housing shortage” due 
to the restrictions on building 
during the war years! 

There are 4.1 persons per 


household with only .8 person 
per room 
Dwellings numbering 29,895 


are occupied by the people who 
own them and of these only 
13,9.0 have a mortgage. Rented 
premises are occupied by 36,370 


families and of these 29,920 
families have been in_ those 
premises for more than five 
years. 


The appliance statistics also 
show a high standard of living. 
In the 66,261 dwellings there are 
46,820 furnaces; 63,130 have 
running water; there are 58,645 
flush toilets. There are 51,460 
bathtubs or showers of which the 
occupants have private use, 
54,120 electric stoves and 45,160 
electric or gas refrigerators. 

There are 51,195 power wash- 
ing machines, 34,115 electric 
vacuum cleaners, 53,100 tele- 
phones and 63,085 radios. 


BUNGIE 
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2-Ottawa 


In addition, 29,200 privately 
owned passenger cars provide, in 
themselves, a market well worth 
looking after 


Following is a table of income 
groups :— 


Annual Scale Male Female 
Under $1,000 - 482 10,846 
$1,000-$1,999 19,873 14,854 
$2,000-$2,999 26,523 7.991 
$3,000-$3 999 10,440 919 
$4,000 and over 8,053 198 


Retail business is an impor- 
tant part of Ottawa’s economy. 
The 1951 census figures show 
Ottawa then had 1,217 retail 
Stores of all types, employing 
9,984 persons and paying a total 
of $15,818,000 in salaries yearly. 
Retail sales that year were 
$211,087,590. 


Ottawa is not resting on its 
oars. In late years it has realised 
that it has a destiny, not only 
as a capital, but as the heart 
of a vast industrial area. Under 
Government auspices, the city is 
the beneficiary of a National 
Capital Plan whereby many mil- 
lions of dollars will be spent to 
transform it into a_ capital 
worthy of a great and progres- 
Sive nation. 

And in the transforming, the 
experts under the guidance of 
Jacques Greber, world-famous 
town-planner from Paris, are not 
losing sight of the practical side 
of living. Special facilities are 
being provided for industry, 
selected areas are being set aside. 
Industry is being encouraged. 
And, already, industry is re- 
sponding. 


Completion of the St. Law- 
rence Seaway will put Ottawa 
within 50 miles of the river's 
sea-going routes. The develop- 
ment of two million electrical 
horsepower in the International 
Section of the St. Lawrence 
River will start new industries. 
Many of them are already buy- 
ing sites along the nearby water- 
front. 

The wheat, livestock and the 
oil of the prairies will move 
eastward on the new waterway. 
The mountains of iron ore from 
Quebec and Ungava will move 
westward along the St. Lawrence 
to the great steel mills and 
fabricating plants of the Great 
Lakes Basin. 

There are many who foresee 
that this will be the virtual new 
“Ruhr of North America,” on 
both sides of the lake system. 
And Ottawa, already spreading 
swiftly and energetically, will be 
the Canadian focal point of 
direction and management, and 
a great beneficiary of all this 
new wealth. 
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The Ottawa Citizen enjoys more than 78% circulation 


in the rich Ottawa City area and most of it is home 
delivered. 


OTTAWA, CANADA, AND “THE CITIZEN” 


The Ottawa Citizen, with more than 60,000 daily circulation, gives dominant 
coverage of one of Canada’s most responsive markets. The City of Ottawa 
has a population of over 280,000, and the annual net effective buying income 

th per family averages $6,556—one of the highest in Canada. 
\ 
The Ottawa market is unique in its stability. The Dominion 
Government employs over 55,000 persons in Ottawa and their salaries 


The 7 Southam Newspapers reach $140,000,000 annually. Over 300 firms which produce a wide 
variety of industrial and consumer goods, have an annual payroll of over 


The Ottawa Citizen $24,000,000. 


‘The Hamilton Spectator This combination of buying power from the civil service and 


The Winnipeg Tribune from firmly established industries, offers advertisers a steady and constant 
market for consumer goods—and The Ottawa Citizen provides thorough 
The Medicine Hat News coverage of that market. Use this popular newspaper to advertise 


ffectively in Ottawa. 
The Calgary Herald wei it pian 


The Edmonton Journal For full particulars write or phone our London representative, 


The Vancouver Province Mr. F. A. Smyth, 34-40 Ludgate Hill, London, E.C.4. City 2784 


THE OTTAWA CITIZEN 


ONE OF THE SEVEN SOUTHAM NEWSPAPERS OF CANADA 
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gan last summer in the United 
States and is expected to con- 
tinue for a long time. American 
manufacturers are drawing atten- 
tion to the big opportunities 
existing for merchandising these 
room air units in Commonwealth 
and Empire countries. 

Hot weather plus big advertis- 
ing budgets have boosted sales to 


NEWS 


Tie Wide ranging scope 
FROM WORLD 5 5 P 


MARKETS 


of German fair 
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XAMINATION of the list of 

products to be exhibited at 
the sixth German Handicrafts and 
Trade Fair, Munich, May 12-23 
next, shows that the scope of the 
event goes far beyond the 
generally accepted meaning of 
the word “handicrafts.” 

The list includes such items 
as: furniture and interior fur- 
nishings; applied art; musical 
instruments; wickerwork; ap- 
pearel; fashion novelties; furs; 
textiles; shoes and leather goods; 

rfumes and beauty aids; house- 
old appliances and _ utensils; 
bakery and confectionery sup- 
lies; butcher's equipment; office 
urniture and equipment; trade 
literature and teaching aids; 
games; sporting and camping 
supplies; vehicles; conveying 
machinery; motor car, motor 
cycle and bicycle accessories; 
precision mechanical, optical and 
photographic products; construc- 
tion work and allied trades; 
machinery, tools and equipment 
for a wide variety of trades. 

The fair will occupy eight 
modern exhibition halls and will 
cover a total area of 30,000 
square metres. The organisers 


expect that close on 250,000 
visitors will come from all parts 
of the world to view the displays 
of over a thousand firms. 
Exhibitors will include Ger- 
man and foreign manufacturers. 


U.S.A. 


Although a record number of 
exhibitors were expected to take 
part in the Refrigeration and Air 
Conditioning Exposition to be 
held in Cleveland, November 
9-12 (see ADVERTISER'S WEEKLY, 
August 20, page 334) the final 


figure has exceeded the most 
optimistic forecast. More than 
5,000 models and component 


parts arranged by 225 companies 
will be on display. Some 15,000 
visitors are likely. 

Many from the United King- 
dom will attend and see the latest 
applications of refrigeration in 
production processes and the 
uses of air conditioning for pre- 
cision control in manufacturing 
as well as employee comfort. 
They will also get first hand in- 
formation about the boom in 
room air conditioners which be- 


20,000 units in Chicago this year. 
The  Kedders-Quigan Corpor- 
ation, of Buffalo, with a budget 
of $1 million has reported that 
the sales increase was “pheno- 
menal.” 

A feature of the planning 
operations for the exposition has 
been the work of the Banner & 
Greif public relations organ- 
isation. Beginning months be- 
fore the event editors throughout 
the United States were kept 
advised of the space booking 
progress and current sales of 
relevant appliances, 


Pakistan 


The special Independence 
Anniversary issue of the monthly 
Industrial Recorder carried 115 
pages. This is believed to be a 
record for the country. A 
Development Review supplement 
reviewed Pakistan’s economic, 
financial and industrial progress 
since 1947 in 16 special articles, 
including one on Britain’s role 
in the country’s industrial pro- 
gress. 


Advertisers in this large issue 


“Miss Refrigeration” and “Miss 
Air Conditioning” will be at the 
big Cleveland show. 


totalled 44 including firms from 
Britain, Germany, Japan, Spain, 
Czechoslovakia, the Netherlands 
and India. 

Representative in the U.K. of 
Industrial Recorder is R. Cour- 
tenay Benham, London, W.C.1. 


* % * 


Speaking recently in New 
York, the Pakistan Ambassador, 
— Amjad Ali, stated that “Our 
philosophy and our policies to- 
ward a foreign investor are 
liberal in the extreme. We 
appreciate that we must create 
an attractive climate for the 
investor.” 


- ae - — . — : Se ee ee eee 


ae CLEAR THINKING ABOUT EXPORT ADVERTISING 


ae? No. 6. Holding the reins. Bitter experience during the past few years is turning many 
~ British manufacturers away from an over-indulgence in 
; an indigenous advertising which, in publicising the name and 
Aside from the necessary qualitics of mental fortitude and | address of the agent, provides no chance for the principal to 
* ingenuity of expression, the successful salesman is recognised | compare the number of enquiries with the number of orders. 
oa by his complete and intimate knowledge of the goods or | 
i services which he sells. Being equally aware of his principal's 
manufacturing and sales programmes, he is able, in a very real 
sense, to represent the Company's interests in matters both 


In contrast, we canvass buying enquiries from all over the 
world (at the rate of some 20,000 annually), which we pass on 
to our advertisers as an additional bonus over and above the 


‘ large and small. direct enquiries which they receive from their advertisements. 
s It is, of course, the task of the Home Sales Manager to impart By Rorenening peed srt aaaapasinns ale Seeenagenen, He spain 
this essential knowledge to the newly-joined salesman and, | = _ ie aggaemenny $0 sunmnet and eupport alll his sepec- 
: out of his own rich experience, to pass on the sales story while comatives at ons ond the some sine. 
a filling in the background of Company history and business To be able to check results with interest is one of the reasons 
4 : policy. And yet, in spite of the most exhaustive preliminary | why the wise manufacturer places MACHINERY LLOYD 
a training, it is only too well known that the first few months at the head of his export advertising schedule and then (and 
‘ ** on the road ’’ will reveal certain weaknesses which must be | only then) looks for the journal with specialised interests in 
ey strengthened by careful and prolonged supervision. cither trade or territory. 
=o Now, if it is necessary to exercise continuous supervision . : 
> over the representative who has been selected Hams mal If you would like to know more about reheenerers LLOYD, 
: interview and absorbed by the Company as a full-time member write or phone for a specimen copy and a descriptive booklet. 
of the staff, what of the agent overseas ? 
* All too often, no meeting ever takes place, everything is ‘ 
& settled by correspondence, and the dispatch of a set of cata- 
. logues is the substitute for a well-planned course of sales 
y ; instruction—all in the face of pressing foreign competition. 
& Clearly, if circumstances force initial agreements along. this 


6 Cavendish Place - London W.1 - Lan 4204 


line, the subsequent supervision must be of the highest order. 
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Your Salesman makes his entrance 


Here is one salesman who news is so complete, accurate and 
always gets in; who reaches — well-informed the “Financial Times” 
the busiest executive and is essential to Top Management. Put 
the most inaccessible dir- — its advertising columns to work for 
ector every day ; is welcomed by — you and you can be assured of getting 
them and listened to with respect. into thousands of offices where im- 


Because. its reporting of business portant buying decisions are made. 


* 


THE 


FINANCIAL TIMES 


reaches Top Management every day 


SIDNEY HENSCHEL, ADVERTISEMENT MANAGER 722 COLEMAN ST., LONDON 
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PRATT « CO. 


(ADVERTISING) LTD. 


announce 


their new address 


HANOVER COURT 
HANOVER SQUARE 


where facilities will be consid- 
erably improved for the very 
personal service it has always 
been the pride of “Pratt's 


Advertising” to give its clients. 
WJZ) 


PRATT & CO. (Advertising) LTD. 
Incorporated Practitioners in Advertising 


London:—Hanover Court Hanover Square, W.1. 
Telephone: —Mayfair 2017-8-9 
Manchester:—-11 Albert Square, Manchester 2. 
Telephone :— Blackfriars 9281/4507 
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@ Training for Advertising: An 


Operational Headquarters-continued 


teaching those with lack of apti- 
tude would be avoided. 

The advertising departments of 
national advertisers have no 
educational headquarters at all 
and should welcome and pay for 
the training of their juniors. 

The advertisement staffs of 
newspapers and periodicals could 
acquire quickly at the college 
the technical knowledge of the 
creation of advertisements which 
would be of enormous help in 
doing their job. 

1 can imagine that three 
specialist groups would welcome 
the college as providing a long 
wanted centre for instruction. 
These are public — relations, 
market research and direct mail 
The Institute can never quice 
meet their legitimate aspirations 
for passing on to students their 
specialised knowledge 

Then there are outdoor agents, 
advertising film producers and, 
before long, TV film producers 
who could use the college to 
get the advertising know-how to 
graft on to their own specialised 
techniques. 

There should be no dearth of 
students. There would more 
likely be a shortage of room and 
a difficulty in meeting the separ- 
ate and differing demands of the 
various categories of people who 


will want so many kinds of 
tuition. 
On the basis of one suitable 


building that I have seen the 
annual rental would be about 
£2,500. The permanent staff 
would not cost less than £5,000 
and other outgoings would be in 
the neighbourhood of £2,500. 
That adds up to £10,000 a year, 


and a further sum of at least 
£5,000 would be wanted for 
initial expenses — equipment, 


decorating, etc., in the first year. 

We are now getting well into 
the realms of conjecture, but I 
have a feeling that the total fees 
might not exceed £5,000 and that 
many people might wait and see 
before entering the school, so 
that the first year would probably 
not yield a normal average 
income. 


viet step 


As a first step let us forma 
small representative “ad hoc" 
committee and then graduate to 
a “Trust” and begin to provide 
a home for gifts, legacies and 
the like. 

Advertising is prospering, it is 
education minded. Now is the 
ideal time to set this essential 
project moving. 


®@ Review of Advertising—Portmanteau 


campaigns are seldom strong-—continued 


to be the rival of the Savile Row 
craftsman for whom we _ have 
great admiration. But we do try 
to give you at reasonable cost 


clothes which reflect the best 
traditions of West End _ style. 
They possess that indefinable 


something which picks you out 
from the crowd, not conspicu- 
ously, but very surely. Perhaps 
it is good taste.” 

Reading that, I would say that 
Hector Powe has a very clear 
idea of the type of young man 
he wants to attract, and has 
attuned his style to his audience 
extremely skilfully. 

Bd +e * 


No doubt Cadbury’s have a 
big share of the cocoa market 


but by no means all of it. Not 
many firms in those circum- 
stances would be © unselfish 


enough to sacrifice their identity 
almost out of sight and put all 
their effort into an ungrudging 
attempt to increase the total 
market, yet this is clearly an 
ideal that should never be wholly 
out of mind. To expand the 
total market for one’s product is 
much more constructive in the 
long run than grabbing five per 
cent of it away from the firm 
next door. 

Whether Cadbury's poster-like 
and slightly old-fashioned kind 
of advertisement is likely to con- 
vert many people to cocoa-drink- 
ing must be a matter of opinion. 
No doubt the end of tea-ration- 
ing was unhelpful to cocoa sales, 


and it could be argued that many 
of the tea-drinkers would be 
wiser to go to sleep on a cup 
of cocoa than of tea. But it 
needs a long stretch of the 
imagination to find any such sug- 
gestion in this symbol of the girl 
in the moon. 

As the campaign develops 
perhaps we shall find out more 
clearly what the advertiser is 
driving at. At present one can 
only guess. 


At what is this advertiser dris 
ing? As the campaign develops 
it may become clear 
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COMMERCIAL ARTISTS PORTFOLIO 


ROWEL 


|= importance of draughts- 
manship was impressed 
severely upon Rowel Friers 
during his five-year apprentice- 
ship at S. C. Allen’s as it had 
been upon many Belfast-born 
poster artists and lithographers 
before his time. 

He had embarked upon the 
Art Teachers’ Diploma Course at 


Basic to the combat against the 
camera must be an ability to 
draw. 


the Belfast College of Arts when 
he successfully sold some car- 
toons, The demand increased 
Thereupon he abandoned the 
idea of becoming a teacher and 
joined with two other young 
artists in establishing a com- 
mercial studio. 

All went well until one partner 
died and the other left to devote 
all his time to portrait work. 
Again, Friers was a one-man 
firm. He is still. 


acansT TUBERCULOSIS 
Friers has designed posters for the 


Northern Ireland Tuberculosis 
Authority. 


FRIERS 


To counter the power of 
photography in advertising com- 
mercial artists are driven all the 
time to attempt effects beyond 
the scope of the camera. The 
danger is that in this endeavour 
they might wander into a degree 
of abstraction liable to blur or 
entirely distort any message that 
an advertiser might seek to bring 
before the public. 

Basic to this combat against 
the camera must be an ability to 
draw, a knowledge of the possi- 
bilities and limitations of repro- 
ductive media--and a freshness 
of approach. These basic re- 
quirements are acknowledged by 
Friers. 

Although a. staff artist for 


Two collections of his cartoons 
have been published in book 


form. Some have been published | 


in “Punch” and the “Radio 
Times.” 


Dublin Opinion he also illustrates | 


books for the departments of 
External Affairs and of Health of 
the Republic of Ireland. Addi- 
tionally he designs 
posters and = stands for the 
Northern Ireland Tuberculosis 
Authority, illustrates features for 
the Jrish Times as well as books 
and a dozen book jackets for 
Belfast publishers, 

He contributes to Punch, the 
Radio Times, various American 
magazines, and designs children’s 


handkerchiefs and printed glass- | 


cloths for Irish linen manufac- 
turers. Two collections of his 
cartoons have been published in 
book form. This industry and 
versatility are joined to an ability 
to work with reliance to a dead 
line. 

Some of his oil paintings have 
been bought by the Haverty 
Trust, C.E.M.A. (N.1.), and he 
exhibits at the Royal Hibernian 
Academy and the Royal Ulster 
Academy of Art 
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booklets, | 


Grant 


ADVERTISING 


require 


the following agency personnel now ! 


EXPERIENCED LAYOUT MAN 


—with a liking for work, a feeling for type, 
able to think creatively and handle a campaign 
throughout its various stages. A real oppor- 
tunity for talent. 


WOMAN ACCOUNT EXECUTIVE 


An agency trained woman executive is 
required to carry out main responsibilities 
on famous national woman's account. Experi- 
ence with fashion, cosmetics and P.R. will help. 


TRAFFIC CO-ORDINATOR 


Young man or woman will have the oppor- 
tunity of developing and controlling traffic 
department. Agency experience is essential. 


PRODUCTION MANAGER 


Good salary will be paid for Production 
Manager. Might already be No. 2 in large 
department. Must be at least 30 and fully 
experienced. 


APPLICANTS 


With 3! wholly-owned, locally-staffed offices covering most of the 
major markets of the world, Grant Advertising is one of the 
largest advertising networks that exist. This, however, does not 
mean world travel for personnel. The London office is as yet 
comparatively undeveloped. The work is pioneering. Hours are 
often long, standards are exacting and individual responsibility is 
complete. In return—the opportunities that exist are unlimited 
Applicants who understand this discipline and spirit please write 
to: Personnel Manager, 


Grant Advertising Ltd. 


36 Grosvenor Street, London, W.1. 
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Typography in Advertising 


How 


to be superior with 


free lettering 


ET us try our hand at some 
comparisons. I have men- 
tioned before the trend towards 
calligraphy and hand lettering 
in advertisements, and this 1s 
particularly apparent in an- 
nouncements of women’s wear. 
Now here is a test of your good 
taste. 

lake two similar ads., illus- 
trated here, for Sodens and 
Supalese. Both are aimed at 
women, both use free lettering 
and imitation type. Why is the 
Supalese a superior advertise- 
ment? 

If you do not know the answer 
to that you have no taste what- 
soever and should be condemned 
to prepare proprietary medicine 
ads, for the rest of your natural 
life. 

Ihe Sodens ad. is poorly pro- 
duced and yet the lettering artist 
probabl = as much time into 
it as did the Supalese man. The 
line block cost just as much as 
did the space in the newspaper. 
The Sodens artist has no idea of 
calligraphy and little of type, the 
Supalese man follows the best 
calligraphic schools, and realises 
how much more attractive roman 
lettering looks to bad imitation 
sans. 

Now let’s try another pair. 

A lot of nonsense is written 
and spoken by the long-hair 
boys about finding type faces to 
suit the content of a printed 


Charing Cross Hotel 


Recently modernised and enlarged, this famous 
hotel in the Atrand ts ideally situated for the 
man of affairs with engagementa in the 
Whitehall ~ Pall Mall area The City is only a 
fow minutes away by Underground 

Tie suites of banqueting and emailer rooms are 
among the beet tn London for conferences and 
buatness luncheons 

The fine cuisine and expertly stocked cellars 
make business and social eolertaining a happy 
experience for host and guests alike 


STRAND LONDON WC2° TRAFALGAR 7282 


Nothing could be more inappro- 
priate than this redolent-of-the- 
eighties lettering. 


By ROGER DARCY 


work. Eighty per cent of the 
time it does not matter, so long 
as you have a good readable 
type face, but for the other 20 
per cent it does. Worse still is 
the case where a face is com- 
pletely inappropriate, ‘took at 
these two ads.—one for Alka- 
Seltzer and the other for the 
Charing Cross Hotel. 

Both use an imitation lettered 
Egyptian face. Yet one pulls it 
off and the other does not. 


First, the layout of the Alka- 
Seltzer ad. is alive. The use of 
free lettering and the zig-zag 
Egyptian for the name ties in 


Somebodys qoing To need 


Fhe Alka-Seltzer 


) 


» 


An excellent 
“alive” 


example of the 
use of free lettering. 


with the amusing drawing indi- 
cating a sales girl “going nuts.” 
Your eye follows the lettered 
headline into the drawing and 
then out again into the calm 
letterpress telling you how to 
deal with headaches. Now the 
Charing Cross Hotel ad. is to tell 
us how the hotel has recently 
been “modernised” and yet the 
heading is in hand-drawn imita- 
tion poster lettering, redolent of 
the eightics! Nothing, | suggest, 
could have been more inappro- 
priate. 
Again, the stodgy setting 
suggests a dull, lifeless hotel. 
There are literally thousands 
of type faces to choose from 
yet the designer of this ad. had 
to use this inappropriate 
pseudo-Fgyptian _ face. To 
match it he should have had an 
illustration of two top-hatted 
gentlemen with side-whiskers. 
Next we take the Emidicta and 
Barclays Bank announcements, 
Ihe Emidicta ad. makes all the 
mistakes. It uses too many faces, 
too many blocks, too many 
nameplates, too many eye 
catchers, You don’t believe me? 
Let's go through it. 

lop line is “< script with 
“half” underlined; “Emidicta” is 
in a frightful letter, dreamed up 
by an EMI office boy with a 
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Sow 
Leeos 
LiveRPon. 


DEFERRED 
TERMS AVAILABLE 
IF REQUIRED 


oe emoccocewas + occce « 
af. SODENS S85) LTD 
‘ 
' 
te ; rf Your rw Catalegar ploase to — ses 
' 
3 3 
ah ' ‘ 
A EEE ane 
Cl opeeten ¥ | MANCHESTER. 60 Market St «29 100g flow 
09 Queen St | MEWCASTAE . 79 Granger St | BRISTOL . .90 Fare St 
6 Bone St | BRIGHTON . im eee Re | PLYMOUTH . Rove! Porece 
1) Creret 1 GLASGOW «Oi ieee © | SOUTHSLA . 


‘ 


» EXCITING BARCAINS MANY at 
HALF PRICE & LESS 
WIDE SELECTION WITH 


NO PURCHASE TAX 


Both these ads. are 
aimed at women. 
Both use free 
lettering and imita- 
tion type. Why is 
one so much better 
than the other? 
of the * Queen of Kr 


Supalese. 


LINGERIE 


/MILANESE rasnc 


Here is the begunning of elegance — for every woman whe knows 
the trve value of ex qu 


SUPACUT GARMENTS LED + THEATRE SQUARE « NOTTINGHAM 


TAILORED IN SUPERB 


rte lingerie, and delights im the pleasing texture 
ed Fabrics”. Write tor the name of your stockist. 


nightmare; “Three-in-one” — 
more underlined script; numerals 

1, 2 and 3, italics, dots, caps, 
a key with a corny slogan, an 
actual picture of the gadget (the 
only necessary thing in the ad.), 
another nameplate . and to 
top it all a nineteen-thirty-ish 
drawing of an “executive” talk- 
ing into a phone for no reason 
at all. 

Too much and too messy, is 
my verdict. 

Take the beautiful (and I use 
that word advisedly) Barclays ad 


That ¢ only half the story — 


TheEmidicta 
provides a 


THREE-IN-ONE 
office system 


Normal Dictation 


nw 


Remote Telephone Dictation 


~ 


Inter-com between 
Executive and Secretary 
These are the focts which moke the 
Ermidi< to ovtstanding 
THE KEY TO \ aa 
EFFICIENCY | ot 


ohn pone 


Emidicta 


COMPLETE DICTATION SYSTEM 
lsieiGdeisnens cine Se. aoe Satara tose te 
Too many blocks, too many 
nameplates and too many eye- 
catchers spoil this advertisement. 


in comparison. This deals with 
office equipment in a slightly 
different way. It is neat, with its 
Bodoni italic head, the delightful 
scraper board drawing of the 


The Bachiniat 


She and her colleagues operate th 


machines upon which so much of 

he bank » book keeping i based, and 

her job i & most important one 
amongst the many which women have 

im the bank today Our customers 

ore her work in their “ statements” and, 
whether she s operating « ample adding 
machine of handling the most modern 
mechanical marvel, she @ « key worker 
in @ great number of offices She is one 
of © stall of 19,000, whose knowledge, 
experience and goodwill are ot the dieposal of ¥ 
all who bank with 


BARCLAYS BANK LIMITED 


A beautiful advertisement. Neat 
and with a clear piece of copy 
underneath. 


girl, the use of diagonal lines be- 
hind the girl (see how they throw 
her head into relief?) and a clear 
piece of copy underneath, 
followed by the name of the 
bank again in Bodoni. 

The next two examples have 
nothing in common as far as 


(Continued on page 3/2) 
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EG 
HENRY BURT & SON LTD. 


es L Class Printers 
vy Pedford 


ANNOUNCE THE OPENING 
OF A LONDON OFFICE AT 


32 SHAFTESBURY AVENUE, LONDON, W.1 


Telephones: GER® ARD 612! & 1330 


Enquiries from Advertising 
Agents will receive the : 

immediate personal attentio 
of the London Manager 


Learn more about 


Type Mixtures | 


FROM VINCENT STEER’S monumental book 


PRINTING DESIGN AND LAYOUT 


HIS BOOK tells you all you want to know about layout, 

typography, process work, paper, colour and the various 
forms of press and direct-by-mail advertising. The chapters on 
Dramatising the Advertiser's Message, the Principles of Type 
Selection, and the Romance of Type Design will give you the 
essential background you need to gain mastery over type. Sir 
Francis Meynell says “I have read many books on the subject 
and once even wrote one myself. I make no exception when 
I say that Mr. Steer’s seems miles the best.” 
HERE ARE SOME OF THE SUBJECTS COVERED IN THE 17 CHAPTERS 


TRAINING THE MIND TO VISUALISE LIMELIGHT OF THE LAYOUT 
CAfLIGRAPHY . TYPE DESIGN . LETTERING FOR LAYOUT |. ORNAMENT 
USE OF PRINTER'S RULES . TYPE CALCULATIONS . FINE TYPOGRAPHY 
DRAMATISING THE ADVERTISER'S MI SSAGE CHOOSING THE RIGHT 
PAPER BOOK TYPOGRAPHY | COMMERCTAL TYPOGRAPHY |. TYPE 
SELECTION CHART . 48 COPY-FITTING CHARIS . INTERNATIONAL PARADI 
OF 500 TYPEFACES. 


To VIRTUE & ©O., LTD., AW 


Dept., 53 Upper Parliament Street, NOTTINGHA™. 
Please send me PRINTING DESIGN AND LAYOUT, in 1 volume. I will return 


it in one week or send you 10/- deposit and 4 further monthly payments of 10 - 
(Cash Price 47/6). 


Name. 


Address... 


hs 5.0008 kedd ee aaah ed bcd ddes cent 


While sweaters in anonymous 


packaging languish on 


« the shelf, St. Enoch’s woollies are 
r instantly identifiable to the salesgirl. 
b> S A Sanderson signature paper may be 
4s 5 . one more detail in a large publicity campaign, 
4 or the only form of advertising used; either way 
Wh « ui E it’s effective far beyond its cost. It adds 


status to the product. It attracts the eye at 

the very point of sale. It personalises the box 

it decorates. Many manufacturers have already 
welcomed this form of limelight —wouldn’t you? 


Ask your boxmaker for details. 


SANDERSON 


S tynoture Papers 


52 BERNERS STREET, LONDON, W.1 
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for really good enlargements... 


Black-and-white 
or Sepia 


Available in all sizes —— small 
enough to be carried’ under the 
arm without strain or large 
enough to obliterate a complete 
frontage. Up to 80 sq, ft. in one 
piece—no limit to the number 
of pieces — or the number of 


enlargements. 


Colour 
Enlargements 


Autotype artists are the acknow- 
ledged experts for true-to-life 
reproduction of any subject. 
Working from black-and-white 
or colour originals they secure 
results which catch the breath 
of the beholder, 


Transparencies 
bles 


colour. Colour is more effective. 


can be in or white or 
These illuminated transparencies 
go on working after hours in 
shop windows and elsewhere 
and there are no overtime rates 
to pay. 


¥e Autotype produce only 
high-quality work, although 
they work quickly when the 
need arises—and it usually 
First-grade 


does ! bromide 


papers only used. 


If you have something to sell, 
or a story to tell, Autotype 
will be glad to advise how 
photographic 
do help. 


enlargements 


Most of the really good 
enlargements are made by 
Autotype. 


AUTOTYPE COMPANY LTD. 
Brownlow Road, West Ealing 
London, W.13 


EALing 2691 
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®@ ‘Typography in 


Advertising—continued 


contents are concerned. I merely 
want to indicate that if you wish 
to use some unusual or attractive 
type or script you must follow 
the conception through the whole 
ad. I think the “His Master's 
Voice” announcement shown 
here is really brilliant. Some- 
body obviously thought about it 
a lot. The use of the distinctive 
script at the top matches with 
that of “Long Play” at the foot. 
A black sans is used for the 
actual names of the virtuosi and 
their discs so that there is no 
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“HIS MASTER'S VOICE” 


Cod Pees 


Somebody obviously thought a 
| lot about this advertisement. The 
result is excellent. 
confusion with exotic type faces. 
Ihe whole is joined up with 
lively zig-zagging lines making 
the advertisemenpt alive and at- 

tractive to music lovers. 

Then take this little announce- 
ment from Onoto, 

Ihe designer here has been 
attracted by Imré_ Reiner’s 
Stradivarius type and has pro- 
bably reasoned, correctly, that it 
has a distinguished air that ties 
in with writing by pen. It is 


| ec pren by any name... 


The Worl@s first vaouum-flling 
fountain pen waa made by De La Rue, 
They called it ‘Onoto’ because 
this word is pronounced the same in 
any language. 


—‘Onoto 


The Pen with the 
| world-wide name 
| THOMAS DE LA RUE & CO LID 


The effect is spoiled by a great 
black name _ splodge. 
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only a tiny ad., it is true, but 
sometimes the two inch space is 
the hardest to design. He starts 
well, but then spoils the effect 
completely by a _ great black 
splodge “Onoto.” It is true that 
in those small spaces you have 
to hit the eye quickly but then 
if you are going to try something 
unusual such as Stradivarius why 
not make the whole ad. a little 
work of art? 

If you want to bludgeon your 
reader with a black Egyptian- 
style nameplate then use Gro- 
tesque or some other sans for the 
message. Here is just a sugges- 
tion for Onoto. You wish to 
give off an air of distinction? 
Well use something like Libra 
for the nameplate when you use 
Stradivarius. 

Finally illustrated here is an 
ad. which I have included as a 
dire warning. It is for Philips 
Electrical Ltd. The warning is 
this. 


Just because you have a 
bright idea, or because you 
like a particular type face, do 
not press it when clearly it is 
not coming off. 


If that is a little obscure I will 
clarify with the actual examples. 
The words “How long is a 
piece of string” are set in 
Albertus upper and lower case. 
Look at them carefully and I 


How long is a 
piece of string / 


D ccmpennegeenne 
Procongcre 


ror 


@ PHILIPS ELECTRICAL LIMITED 


eens ar cme: 


Oe es nee wo ow ed 


This advertisement is cited as a 

dire warning. Good upper does 

not always imply good lower 
case. 


think you will agree with me that 
the lower case letters are poor. 
Many of them, particularly the 
“a” and “e,” look as if they are 
lino-cuts done by schoolchildren. 
I can only suspect what hap- 
pened. Albertus capitals and 
especially Albertus titling are 
magnificent. They are just the 
thing for bold headlines, letter- 
heads, titles of magazines and so 
on, and the upper case has de- 
servedly become very popular. 
It does not necessarily follow that 
because the capitals in a titling 
face are good that the lower case 
will be equally attractive, In 
fact, in this case, they are far 
from it. 
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quality of screen printing, 
is essential to raise that 
the designs from which 


Te improve still further the 
it 


of 


screen printers work. To 
achieve this highly desirable 
objective, two things must 
happen: 


The majority of advertisers 
must be prepared to spend 
more on artwork and to em- 
ploy top-flight designers more 
often. 

Designers must give greater 
study to the process, its poten- 
tial and its specific require- 
ments, and must collaborate 
more closely than some now 
do with screen printers. 
Present standards of screen 

printing are infinitely higher than 
they used to be. Some speci- 
mens we saw recently were diffi- 
cult to recognise for what they 
were unless looked at through a 
glass, whereas not long ago one 
could identify a silk screen show- 


card from across the _ street. 
. Aworner 
Papo 
G rq 
« 


An excellent example of the use 
of dot-stipple technique for the 
reproduction of graduated colour 


tones. This showcard was pro- 
duced by Display Craft Ltd., in 
twelve printings to reproduce 
faithfully the artist's modern 


style. 


THE SCREEN PRIN'ING PROCESS-1 
How to improve 


standards of design 


By T. G. PHIPPS, director, Carlton Artists | 
International 


WOOLLASTON, director, Renart Studio. 


Artists, and L. A. 


There is no reason to-day why 
the advertiser, employing a 
screen printer equipped to use 
up-to-date techniques, should not 
get results comparable with those 


obtained by other methods 
reproduction. 

That there is still room for 
improvement may perhaps be 


partially explained by reference 
to the history of the process 

In former days silk screen 
stencils were invariably cut by 


One way by which standards 
of screen printing can be im- 
proved is by closer collabora- 
tion between designers and 
printers. Here a designer and 
a screen printer set a good 
example by pooling their ideas 


of 


and jointly contributing to 
“Advertiser's Weekly” an. 
article on how quality of 


design for screen printing can 
be bettered. 


hand from the original draw- 
ings, usually prepared to the 
actual size of reproduction to 
enable the subject to be traced 
through. The artist looked upon 
this method of printing merety 
as a flat colour process from 
which he could expect very 
little from the printer except for 
the simplest Seon. Its sole 


merit was its economy on the | 


short run. 

In the preparation the 
originals there were many 
“don'ts” that did nothing to en- 
dear the designer to the process. 
No vignettes, of course; a clear- 
cut, defined outline or at a pinch 
a coarse stippled edge. If letter- 
ing there must be, it must be 
very large and not too much of 
it. Two or three lines of closely 
set type were considered to be 
asking for trouble and one could 
hardly hope to get reasonable 
reproduction with letters less 
than half an inch high. 

The advantage of low cost on 
short runs was an advantage to 
the advertiser, but not to the 
artist. It was considered hardly 
economic to spend a lot of 
money on artwork. Advertisers 
spending a “fiver” on printing 
the job were not to be convinced 
that it was sound policy to pay 
many times that for the design 


(continued on page 314) 


of 
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HELEN JARDINE 
ARTISTS LTD 


Minerva House, 35 Wellington St., W.C.2 Temple Bar 6720 


’ 
“ 
¢ 


Always tell YOUR 
poster printer 


that you 


* 
* 
* 
* 


want him to use 


GREATEST RANGE OF COLOURS 
MATT OR GLOSSY 

GREATEST COVERAGE 

LONGEST LIFE 


These are claims that no other fluorescent ink manufacturer 


can make. 


To ensure the best results always specify Fluorink 


to your screen printer. 


Remember you can let your clients see the Finished Art- 
work for all screen processes in amazing new FLUORART 
WHICH MATCHES FLUORINK EXACTLY. 


Write for further details of these and other new processes to 


PHOTOCOLOUR LABORATORIES LTD. 


DEPARTMENT ADW 


Walham House, Walham Green, London, S.W.6. Tel: Fulham 9725 
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“Make it a Monotype” face: 


then we’re sure of being able 
g 


Bs “What face shall we 
use for this job?” 


to get just the right one for 


it—right for design, right for 
weight, and right for single- 
type printing quality ! 
There’s a Monotype’ face 
for every advertising job 


THE MONOTYPE CORPORATION LTD 
Reg. Office: 55-5 


Head Office @ Works: Salfords, Redhill, Surrey 
*ReEG, TRADE MARK Set in ‘Monotype’ Baskerville, Series No. 169. 


9 


6 Lincolns Inn Fields, w.c.2 


OLYE R TELEPHONE. HOLBORN 6245/6 


PADS MADE 
UP IN 


3 QUALITIES 
TO SUIT ALL 


MANY OTHER 
TYPES OF 
LINE, MATT& 
WASHBOARD 
AVAILABLE 


Makers of the famous ©8190 Lineboard also manufacture 
and market pads and boards of very high quality 


... a symbol of 


PLANNED 
PACKAGING 


WILLIAM W. CLELAND LTD. 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 
LONDON, W.C.2__ HOLborn 2521 


ASA 


4AGDLL VOONME BORO ns y 


OUTH EY Manufacturers and Marketers of Boards and Papers 
TOOKS COURT - CURSITOR STREET - E-C-4 
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Fashion showcard 
printed in ten 
colours by Display 
Craft Ltd., repro- 
ducing by means 
of dry-brush and 
other techniques 
the free modern 
style of the artist's 
original. Hand 
drawn _ positives 
were prepared in 
the Display Craft 
works from the 
original artwork, 
and photographic 
stencils were then 
made from them 
to ensure faithful 
reproduction. 


There were further teething 
troubles. One was the type ol 
concern that could and did set 
up silk screen “plant.” The 
capital outlay required was small 
and for that reason the process 
was undertaken by a strange 
assortment of people as a side 
line; this meant that a good deal 
of silk screen work was entrusted 
to unskilled and unsympathetic 
workmen, inevitably with poor 
results. 

The inadequacies of the printer 
and his journeymen were visited 
on the long-suffering artist on 
whom was imposed all possible 
safety measures, while the printer 
thoroughly exploited the limita- 
tions of the process instead of 
its possibilities. 

Unless the designer himself 
made considerable efforts to find 
out what could be dore with silk 
screen—rarely worth his while 
he would take the line of least 
resistance and work to instruc- 
tions. That is why most silk 
screen in this country was for 
too long over-simplified, repro- 
duced from elementary illustra- 
tions, and lacking in artistic 
quality. 


To-day the position has 


| changed very much for the 


better. 

Nevertheless, memory of the 
bad old days is long in dying. 
Even better results can be ob- 
tained from the process if both 
advertiser and printer take steps 
to interest skilled designers in its 
uses, and to persuade them that 
it is now worth-while to devote 
their best work to it. 


28 ok * 


There is another possible 
reason why progress is not yet 


| so great as it ought to be 


The value of screen process 
printing bought during one year 


| in this country to-day must run 
| into many thousands of pounds 
| It would be interesting to know 


how much of the total expended 


| represents broad poster work as 


NovemBer 5, 1953 


opposed to the finer printing re- 
quired for good showcards, bro- 
chures, folders, menus and 
greeting cards. 

To any screen process printer 
whose aim is to produce first- 
class printed matter it must be 
disappointing to find, on looking 
at his sales ledger, that the value 
of his yearly poster business is 
much higher than that of his 
showcard work. It is ironic to 
find too that labour costs per 
man engaged on rough screen 
work is relatively cheap and yet 
the margin of profit is greater. 
Briefly, good quality screen 
printing is not very profitable. 

The obvious remedy is to cor- 
rect the balance between broad 
poster work and the finer show- 
card standard. To that end there 
must be a better appreciation by 
artists and designers of the great 
and varied possibilities of the 
process. When it is realised that 
runs of 5,000 up to 20,000 are 
economically possible by the 
screen process there should 
naturally follow a greater readi- 
ness to spend more on the art- 
work. Good designs by first-class 
artists will then afford the 
conscientious screen printer an 
opportunity of producing the 
best, and in turn there will 
accrue a higher financial gain to 
the printer. 

Both print buyers and de- 
signers can do much, in their 
respective spheres, to ensure that 
such good designs are in fact 
produced. 

In the design of folders, 
brochures and broadsheets the 
print buyer should consider 
the screen process as a means 
of achieving beautiful and 
novel effects. 

Dry-brush, hatch and cross- 
hatch and fine dot stipple 
effects can be cleverly applied. 
Transparent screen inks, too, 
give the artist great opportuni- 
ties of economising in print 
workings, while at the same 
time affording wide scope in 

(Continued on page 316) 
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In defence of 
Die Neue Typographie 


Our contributor Roger Darcy in his series “Print for Advertisers” 
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(April 2, 1953) expressed the view that “Die Neue Typographie” 

is outmoded, that there is a reaction against its “heavy Teuton” 

and that we are turning once more to the classic Roman letter 
and to symmetrical setting. 


J. H. HARTLEY, chief typographer, Rumble, Crowther & 
Nicholas, Ltd., disagrees. He defends the early pioneers with 


whom “Die Neue Typographie” 
the banishment of their style would be unjustified. 


i England during the 1880s, 
the Ruskin-Morris circle, 
feeling that industrial mass- 
production killed quality 
craftsmanship, founded the 
“Arts and Crafts Movement.” 
Their remedy was to kill the 
machine, and to return to the 
handcrafts, which, at least as 
far as typography was con- 
cerned, were orientated towards 


the past, towards the tra- 
ditional. 
Abroad, around 1900 the 


“Jugendstil” tried, somewhat un- 
successfully, to “free design from 
all traditional preconceptions.” 
In the course of intensive re- 
search into the historical aspect 
of type this movement became 
bogged down, It is to the 
“Jugendstil” that we owe the 
rediscovery of Walbaum, Bodoni 
and Garamond which were far 
purer than their so-called original 
cuttings—really their imitations. 

The collective heading of the 
Neue Typographie describes 
the activities in the period fol 
lowing the 1914-18 war, of a 
group of designers in Germany 


FEECSCECESE CECE CECE GS 
THE 
POETICAL WORKS OF 
ROBERT 
BROWNING 


Complete from 1833 to 1868 
and the shorter poems thereafter 


XONIENSIS PRESS LTD 
$O FETTER LANE, BCs 


Lenco 


The traditional central axis sym- 
metrical setting. 


is associated, and contends that 


Russia, Holland and Czecho- 
slovakia. 
Although working as_ in- 


dividuals, they were, each in his 
way, an exponent of contem- 
porary tendencies; their work 
was based on the adaptation of 


ll - 


The relationship of two-dimen- 
sional planes, 


the means to the demands of 
contemporary work. 

Up to this time the dominant 
principle of design, indeed, the 
sole principle, was based on the 
traditional central axis symmet- 
rical setting, which found its 
pe example in the title 


This central axis basis could 
be found in all typographical 
works--be it newspapers, letter 
headings, booklets or advertise- 
ments, 

Ihe demands by business for 
a speedy, easy, comprehension 
of the printed matter, resulted in 
a cleaning up of the elements and 
type faces. [he typographer 
therefore not only had to dis- 
cover simpler and easier con- 
structional methods (than the 
central title page) but had to 
organise these into more varied 
and attractive designs. 

It must clearly be stated that 
the Neue Typographie is less 
anti-traditional than a-traditional; 
because of its complete rejection 
of any formal limitations of letter 
forms, relationships of two- 
dimensional planes, all directions 


To SELL 
Staff Canteen 
Equipment... 


ADVERTISER'S WEEKLY 


You must appeal to the right market 
—the directors, personnel and staff 
managers, works superintendents—the 
executives whose daily responsibility 
it is to increase industrial productivity 
through the improvement of staff 


welfare and amenities. 


Reach them through PERSONNEL 
MANAGEMENT, WELFARE AND 
INDUSTRIAL EQUIPMENT 
—the monthly Journal which is devo- 
ted entirely to increasing staff efficiency 


through 


methods—and which is 
read by the executives who 
are primarily interested in, 
and can buy Staff Can- 
teen Equipment... 


USE 


SUEPEPUC CEC UPORER Eten 


e€ modernisation of control 


PUCPODOU EOE EOE OU OOEE GOODE EOE EEDOOREEE 


THE JANUARY ISSUE — 
will contain a special © 
preview of the Hotel 
and Catering Trades = 
Exhibition to be held - 
in the same month at = 

Olympia. 


OOROEEE AEC H OEE 


180 FLEET ST. 


;LONDON, E.C.4 


TEL. 
CHANCERY 8844 
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Silk Screen Printing 


DISPLAY * SHOWCARDS * POSTERS 


MERCURY DISPLAYS LTD 


Head Office 
171 NEW BOND STREET, W.1 


Tele: GROSVENOR 8711 


Works 


EASTWOOD STREET, 5.W.16 Tele; STREATHAM 4595 


rConsistent High Quality with- 
A SPEEDY RELIABLE SERVICE 


For *‘ Multilith’’ and Rotaprint Users 
The only kind of speed that our customers are 
interested in is SPEED COMBINED WITH RELIA- 
BILITY—which is the kind of service that Strand 
Litho has been consistently giving since 1936. At 
Strand Litho every department is planned to handle 
your platemaking with smooth efficiency, from 
idea to finished plate. So to be sure of quick, 
friendly, personal attention to every detail... 
phone Strand Litho. 


Ed 
TERMINUS 


2691/4 


THE STRAND LITHOGRAPHIC Co. LTD. 


157 FARRINGDON ROAD 


LONOON Meo 8 


Rathbone 


ferraniacolor 
FILMS 


FERRANIACOLOR is the latest and most thril- 
ling colour process for professional and amateur 
photographers, yielding beautiful transparencies in 
natural colours. Ferraniacolor can be easily proces- 
sed by the user and results can be seen a couple of 
hours after making the exposures—ano longer is it 
necessary to wait several days, or weeks, whilst films 
are being processed by a centralised laboratory. 
Ferraniacolor films are available in 35 mm. 20 exposures 

in cassettes @ 11/4d i? 3/Id. P.T. oF F20 roll films 
@ 9/td, plus 3) 2d. P 

For free booklet: “How to Use Ferraniacolor Film"’ send a 
postcard to Nevill: Brown & Co. Ltd , 77 Newman St., W.! 
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COMPANY 


SMALL or LARGE 
quantities of 
COPY NEGATIVE 
PHOTOGRAPHIC PRINTS 


ats 


advice ir may save 
you time and money 


Why not take advantage of Auto- 
type’s quarter of a century of 
experience in the production of 
Photo Stencils. They might be 
able to answer right away your 
problems on that “difficult” job. 


AVLOVYPS 

REPRESENTATIVES ALBUMS | The Photo Stencil 
- Specialists 

13 CHEPSTOW ROAD 


CROYDON + SURREY 
Tel. CROYDON 4616 


All sizes up to 15" 


PHOTOGRAPHIC SHOWCARDS 


-_—_ _ _ — —_ _ _ —_— -_—_ 
AUTOTYPE COMPANY LIMITED 
Brownlow Rd., West Ealing, London, W.13 

EALing 2691 


Telephone: 
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| of line are permitted within the 


| faces,” 


| be called a precise tool, 


design. The only aim is design, 
the harmonious and _ creative 
organisation of the visual ele- 
ments. There are therefore no 
limitations such as those con- 
cerned with the “unity of type 
“authorised and forbidden 
type mixtures.” The single aim 
is not to produce rest, but 
designed unrest. 

Here are a few quotations from 
the 


writings of the early ex- 
ponents of the Neue Typo- 
graphie, all of them have a 


familiar ring to the advertising 
typographer of to-day. 

“Good typography 
thinkable without the 
thorough understanding 
technical processes.” 

“White space is not 
sidered as a_ passive 
ground, but as an 
element in the design.” 

“The juxtaposition of types 
to give contrast in size, weight 
and form is permissible.” 

“The conscious use of move- 
ment by means of type, and 
now and again thick or thin 
rules--the visually quivering 
contrast of smaller and larger, 
heavier against lighter, solid 
and leaded type, grey and black 
patches, slanting and horizon- 
tal, tighter and looser groups; 
all are further sources for 
design.” 

“No respect for academic or 
traditional rules which are not 
supported by optical grounds.’ 

“The closest collaboration of 
the typographer with the 
experts in the composing room 
is essential,” 

It will be readily appreciated 
that the advertisement designer 


contrast in 


Sy 


tyle 
is desirable 


Juxtaposition of types to give 
contrast... . 


is un- 
most 
of 


con- 
back- 
active 


C 


“EIGHT 


of to-day owes a great debt to 
the pioneers of the Neue Typo- 
graphie. They have provided 
him with fundamental guidance 
and were responsible for so much 
material that ts applicable to his 
peculiarly specialised needs. 

Far from being new, most of 
the aims of the early pioncers 
are now standard practice, but, 
let us pause and consider, what 
is our goal to-day? Have we 
anything to offer--we have sym- 
bols for the sounds of which 
the word is composed; these sym- 
bols, our alphabet, took their 
present form not by the process 
of investigation and planned 
creation, but by self-regulation, 
more or less accidentally. Print- 
ing therefore is in no state to 


1953 


NoOveMBER 5, 


Spelling is inconsequential and 
follows few rules. Our alpha- 
betical signs are equally intan- 
gible, there are various sounds 
or one symbol, for instance “A,” 
or various symbols for one sound 
“B” “b.” Is phonetic spelling the 
answer? 

The use of all capitals in an 


advertisement headline retards 
speed of perception by 12 per 
cent. Strangely enough, this 


IOUTLINE 


outline 
| 


Block outline of caps and I{c. 


practice persists in just those 
situations where speed and legi- 
bility are most needed—i.e., in 
an advertisement or poster head- 
line. 

A block outline of a word 
offers more clues when set in 
lower case than when in capitals. 

What scientific data have we 
in this country as to legibility, 
ideal line lengths, ideal leading, 
speed of reading, etc.? 

Let us not abuse the pioneers 
of the Neue Typographie but 
shake off our complacency and 
tap this virgin field.of optics, 
reflection, refraction, eye move- 
ment, progression and regression 
in reading, distance percept- 
ibility, the psychological use of 
colour. Let us investigate the 
eye movement. Does it really 
come in at the top left and is 
it guided down through the ele- 
ments and out at the bottom or 
does the eye centre and fluctuate 
between one dominant spot and 
all the other elements—we don't 
know but we could find out. 


SILK SCREEN 
(Continued from page 314) 


preparing interesting treatment 

in design. 

It is important for the artist 
to remember that the photo- 
stencil in screen printing gives a 
free hand in his conception of 


design. A word of warning, 
however! Too much faith 
should not be placed in the 


idea of half-tone photo-stencils. 
Screens of 55 line are, in our 
opinion, about the safe limit to 
which screen printing can safely 
go. If the designer wants to in- 
corporate half-.cne in his design 
it is most important that he calls 
in a screen technician. That is 
why we urge all buyers of screen 
print to ask their printers to send 
their technical man along as 
soon as the first pencil visual is 
in the course of preparation. 
That close liaison between 
artist and screen printer should 
be maintained throughout the 
job. 
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Photography in Advertising 


An artist emerges 


[N an age of mediocrity and 
desperate attempts by 
Them to fit everybody into 
nicely categoried Standard 
Measures it is a_ refreshing 
change to meet an artist. 
To-day, alas, one finds artists 
in bowler hats, artists bearing 


By JOHN HERON 


eatly furled umbrellas, artists in 
arefully tailored suits, much 
ore appropriately dressed for 
the City than for Chelsea. There- 
fore, with unconcealed glee did 
{ make, through a November 
murk, towards the Chelsea 
Palace, close to which—for the 
record, tucked away behind Chel- 


sea 
well-equipped studio 
Ewart 


flown Hall-—-is the compact, 


of Keith 


And Keith Ewart is an artist, 
all mght 

This ex-Royal Horse Guards 
soldier will, I predict, be one of 
the three highest paid British 
photographers within five years. 
Still in his twenties, and sull with 
less than five years’ experience 
behind him, Ewart is without 
question one of the most promis- 
ing young men photography has 
got. 

Through the Ewart story runs 
that streak of improbability that 
so often one does find in real 
life; the sort of twists that only 


& 


Three stages in the progression of a Keith Ewart portrait from straight rendering to “basic shadow 


form.” 


to “basic shapes.” 


An advertiser in the current American “Vogue” has used this technique to reduce new gowns 


ADVERTISER'S WEEKLY 


a novelist of genius could con- 


trive. <A fit of the doldrums 
when serving in the Army in 
Germany, plus a little crafty 


work with cigarettes as currency, 
found Keith Ewart unexpectedly 
in possession of a decent German 
camera and enlarger, Up to that 
moment Ewart had no more idea 
of being a photographer than of 
being an undertaker. 


In a typically restless period 
he found himself in America, 
and by a sheer fluke was taken 
on as assistant to a well-known 
New York photographer. 

Returned to Britain, he went 
to see George Miles, then at 
Studio 5. Miles believed in this 
impetuous young fellow, and 
encouraged him by giving him 
studio facilities. ‘Together with 
Elizabeth Hamilton, then at the 
start of her modelling career, 
Ewart tied his restless energy 
down long enough to collect a 
commendable portfolio of fashion 
specimens. 

Thus armed, 
precocious 
Harper's. They, quite kindly, 
sad “Ummmm . . try Good 
Housekeeping.” Good House- 
Aeeping looked at Ewart and his 
pictures, and emitted a sort of 
journalistic wolf whistle; ever 
since, Ewart has done the Good 
Housekeeping colour covers and 
much of the fashion and beauty 
editorial illustration, too. No 
sooner was this success achieved 
than Harper's nudged Good 


he went, with 
confidence, to 


Housekeeping and reminded 


Senior 


Senior Copywriter 


Visualiser 


The Joint Managing Directors, T. B. BROWNE LTD., 117 Piccadilly, London, W.1 


If you would like to work in a happy atmosphere 


and, in complete confidence, to: 


wanted to act as a team to form a new Creative Group. 


and in pleasant surroundings, if you are between the ages 
of 30 and 40 with at least 5 years’ first-class agency experience, 


please say so in writing with full details about yourself, 


Telephone: GROsvenor 5351 
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Unequaliled in Kent 
9 Newspapers 


1 Order 
3 Stereos 
| Account 


=118,121 ini caceinies 
Associated Kent Newspapers 
Accounts Office 


30 High Street, Chatham (Chatham 2213) 


Advertisement 


Representatives 
E. W. Player, Led., 30 Fleet Street, E.C.4 
(Central 2786) 


ito 


A NEW MEDIUM OF ADVERTISING! 


ILLUMINATED SIGNS AT NIGHT 


Aircraft also available for poster 
and banner towing by day. 


For further particulars apply to:— 


SKY SIGNS (1950) 


SOUTHEND AIRPORT - ESSEX 


have pleasure in an- 
nouncing that they have 
a fleet of aircraft fully 
equipped to accept con- 
tracts for advertising by 


R. P. GOSSOP LTD. 
@ Artists’ Agents @ 
36 CARTER LANE, E.C.4 
CENTRAL 6950 


Ps 


WALTER BIRD 

ADVERTISING HEADS 
ate: ' Monochrome or Colour 
SD =A ‘Phone FRO 1018, 1019 


Photographic IMlustration Ltd 
85 Cromwell Road, $.W.7 


Berlingske 


Tidende 


Exclusively represented by 


JOSHUA B. POWERS LTD. 


the Reading doily Oh Weatad. 


quality screen printing 


LTD 


| 1535 GREEN LANES-LONDON-N°-8, 


14 Cockspur Street, London, $.W.1 | phone MOUntview 4819 | 


It is too early to 
decide where Ko- 
dak’s Colour Deri- 
vations and Ewart's 
own experimenting 
ton not entirely 
new ground) are 
leading. But when 
not playing with 
light in new ways 
his work has a 
wealth of keenly 
seen detail—a full- 
ness and roundness 
which suggests an 
appetite for life, a 
keen appreciation 
of material plea- 
sures, and plain 
unadulterated zest 
for living. 


them that Harper's had been first 
in the queue .. . so that to-day 
one finds a regular shower of 
Keith Ewart pictures in Harper's, 
each with a distinctive Ewart 
quality of its own that the prac 
tised eye picks out without 


| difficulty. 


In fashion Ewart is trying to 
break away from the convention 
of artifice, and make real people 
look like real people. 

Thus he seeks models who 
have not already been shaped by 
too frequent modelling in a 
hectic series Of taxi rushes from 
studio to studio (the fate of the 
few girls who do hit the top, and 


| quickly become “used to death”). 


Visitors to Ewart’s recent ex- 


| hibition were intrigued to find 


him experimenting with the 
bromide image in much the same 
way that French reactionaries 
experimented with the other 


| graphic arts—secking simpler, 


more vigorous forms of expres- 
sion. From a_ straightforward 
portrait cf real merit, Ewart has 
taken the negatives through vari- 


| ous stages of solarisation until 


he has achieved the ultimate sim- 


| plicity of unrelieved shadow 
| form—all, be it said, by purely 
| photographic means. 


* * * 


EORGE MILES, mentioned 

above, and now of Petty 
France, Westminster, had a novel 
tie-up with the recent National 
Fabric Fair at London’s Royal 
Festival Hall. This elaborate 
five-day presentation of fashions 
and fabrics (run by the maga- 


= 
poe 


zine of that name, by the way) 
was extremely ambitious, and in- 
cluded one of the best and most 
elaborately staged mannequin 
parades that I have ever seen. 

George Miles, who for some 
time has taken all the colour 
covers for Fashions & Fabrics, 
was engaged to photograph every 
garment exhibited. 

Moreover, Miles himself hired 
an exhibition stand, there to 
show many of the original trans- 
parencies from which had been 
produced some of the more 
striking Fashions & Fabrics 
covers. In exhibiting at all at the 
show, George Miles Ltd. were 
competing with wealthy firms, 
some with dazzling stands. But 
the Miles stand had no difficulty 
in holding its own... . 

Interest was caught immedi- 
ately by a large panel of photo- 
graphs covering every garment 
shown in the “live” fashion 
parade. Oversize blow-ups of 
some of Miles’ outstanding shots 
from recent issues of Fashions 
& Fabrics flanked a larger-than- 
lifesize cut-out blow-up of a 
lovely mannequin wearing one of 
the show’s most glamorous even- 
ing gowns. To give additional 
relief, Miles had draped round 
the cut-out girl’s shoulders and 
arms the actual scarf which she 
was carrying, in the photograph. 
This unexpected touch of colour 
and “reality” was a_ stopper 
Most people in the vicinity of 
Miles’ stand went over to touch 
the scarf, to see if it was real. . 

Did the stand pay off? Miles 
Says “ves.” 


The George Miles 
Lid. stand at the 
recent “Fashions 
and Fabrics” exhi- 
bition. This display 
was an expensive 
venture, but it is 
helieved that there 
will be a handsome 
final credit balance. 
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Ad. M an’s ! »ookshelf 


The latest international 
encyclopaedia of ad. art 


OME of the most interest- 
ing pictorial advertising of 
21 countries is presented in 
this second volume of what has 
come to be known as the inter- 
national encyclopaedia of ad- 
vertising art—Graphis Annual. 
There are 734 examples in the 
1953-54 volume, covering 
posters, press advertisements, 
booklets, book covers, packag- 
ing and (in a new section 
under the heading “Animated 
Advertising”) such novelties as 
cutouts, trick folds, transparen- 
cies and the new “mobiles.” 
Apart from a particularly good 
“mobile” designed by Arpad 
Elfer (Colman, Prentis & Varley) 
for Picture Post, Britain is not 
represented in this new section 
—nor is there a single example 
of British letterheads in the sec- 
tion illustrating that important 
side of print design. One won- 
ders how hard the editors tried 
to find outstanding examples of 
letterheads designed by our own 
artists. Those shown are good, 
but not outstandingly so. 


has served the welding and 


British Railways, London 
iransport, the GPO, and 
British film companies are well 
represented in the poster section, 
which illustrates the return to 
calligraphic styles in modern ad- 
vertising art, a trend that can be 
noticed throughout the book— 
except, of course, in the small 
section showing art for television. 

The well-known “Lemon Hart” 
character who, harassed and 
faintly rebellious, confronts us 
daily from newspaper and hoard- 
ing and looks like becoming one 
of advertising’s immortals, ap- 
pears more than once in this 
collection. A “mention” is 
achieved by W. S. Crawford Ltd., 
with their Martini poster by 
André Francois, but again one 
wonders whether British poster 
artists are adequately repre- 
sented. Maybe they are not so 
co-operative as the Americans, 
the Swiss, and the other 18 
nationalities? 

In the magazine section photo- 
graphic models and drawn figures 
are almost equally represented. 
there is a great deal here 


because the artists, released from 


The independent journal 


industries for twenty years 


the necessity of achieving an 
immediate impact as in poster 
and press advertising, have put 
more detail into the work owing 


to the slower tempo of the 
magazine reader. Again, W. S. 
Crawford Ltd. are represented, 
this time with the “Liberty” 
advertisement, Lasting Magic. 

In the next section gramo- 
phone record covers are included 
with magazine covers, house 
organs and book jackets. One 
notices some remarkable simi- 
larities in style and treatment 
among different artists. Perhaps 
they examine each other's work 
so closely that unconsciously a 
little of the style is picked up. 
No plagiarism. 

Gramophone record covers 
may become an important branch 
of advertising art in this country 
(see ADVERTISER'S  WEEPKLY, 
October 22, page 213), as it 


see. 
*. 
** 
*. 


Although W. 5S. 
Crawford Ltd. are 
mentioned in the 
latest “Graphis 
Annual” (their 
Liberty advertise- 
ment for marga- 
zines is here 
reproduced) one 
wonders whether 
British artists are 
adequately repre- 
sented see 
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already is in the United States 
where Alex Steinweiss has made 
an international reputation for 
himself by specialising in this 
field. 

Book jacket design seems to 
have changed little since the first 
volume of Graphis was pub- 


lished. Stark simplicity is still 
the favourite treatment 

The general reaction to 
Graphis Annual 1953-54 will 


probably be that here are enough 
ideas to keep the advertising 
artist happy for many a month. 
The chosen examples offer such 
a wealth of ideas and treatments 
that, taken as a whole, they must 
cover every approach to the 
subject to-day. 

To take an idea and to enlarge 
upon it or vary it slightly could 
not, therefore, be condemned as 
plagiarism, but accepted as a 
development of existing practice. 
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TIBBENHAM PUBLICITY LTD. 


“"') voun onesori ie ly 


244 HIGH HOLBORN, LONDON, W.C.1. 


Telephone ; HOLborn 8074 (3 linea) 


ADVERTISING COSTS 
REDUCED —— 


| TRANSFER BLOCKING FOILS. | 
PROTECTIVE GLAZING FILM | 
WATER SLIDE TRANSFER FILM. 
DISPLAY BOARDS. ACETATES. 

| METAL STRUTS, PINS & nny 
GUILLOTINES. BEVELLERS. 
ELECTRIC FINISHING PRESSES. 

| BLOCKING TYPES & DIES. 

| HAND ENGRAVED BLOCKS, 
MASSEELEY SHOWCARD MACHINES 


Guaranteed and rebuilt by 
—_—_—_ 


HILL BROTHERS (service) LTD. 
Acton Works, Beaconsfield Road 
Acton Green, London, W.4 
Telephone Chiswick 2235 
OUR PRICES WILL SAVE YOU POUNDS 


GORDONS 


OF MANCHESTER 
SCREEN PRINTED 


POSTERS 


AND sNowsonrs 
GORDON’S PUBLICITY | 


me ANCHE rs 


TELEPHONE * CENTRAL 6971 
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Thursday switch may end 
Friday frustration 


RIDAY is pay day. It is 

also the day of the week 
which brings the biggest head- 
ache for the advertisement 
manager of a provincial even- 
ing paper. 

Advertisers and their agents 
clamour for space on this par- 
ticular day and the evening 
paper, especially, is their target 
Recently we have 
seen some 20-page issues, full 
size, on a Friday. 

Is there general satisfaction? 
Not exactly. In some quarters 
there are suggestions that ad- 


| vertisers are beginning to wonder 


| attention value 


' much smaller paper. 


whether they get maximum 
in such large 
issues. Some of them are even 
beginning to stipulate for Thurs- 
day, when, normally, there is a 
Thus the 


| problem may be solving itself. 


* * * 


NexT PROBLEM for the pro- 
vincial evenings is Boxing Day 
publication. This is likely to be 
a headache for the circulation 
staff and a pain in the pocket 
for the management. Already 
there are whispers that some of 
the evenings will not appear. 


* * * 


THe Drive for small advertise- 
ments continues. A number of 


| provincial newspapers which are 


| speak highly of the system. 


Pow accepting them by ‘phone 
The 
Wolverhampton Express and 
Star is one. Advertisement 
manager L. J. Stallard sighed 
patiently when I asked “What 
about bad debts?” 

“For the life of me,” he said, 
“I can’t fathom why everybody 


| raises that particular bogey. 


| freely. 


“Credit seems to operate fairly 
I can ring up a furniture 
Store and have a new bed sent 
home. Why on earth should a 


| newspaper show less regard for 


THE CRANMER GROUP 
CREATIVE DESIGNERS FOR 
PRODUCT 


PACK 
and PRESENTATION 
with a technical bias 


ATHLON RD., ALPERTON, MIDDX. 


Perivale 9126 (3 lines) 


BILLPOSTING 
COMPANY 


Dado met OW Tia - 


37 SPRING ‘STREET w.2. 


“ PERSPEX ” 


FABRICATING “euuT” 

MOULDING Illuminated 

LETTERING, ETC. Signs to order 
TRADE INQUIRIES INVITED 

G. FENTON LTD., 

233/5 Westbourne Grov 

London, W.1! GAVewever 1610 


'GOLD BLOCKING 


on PLASTIC, LEATHER, Etc. 
| (PENS, PENCILS, DIARIES, WALLETS) 
PROMPT SERVICE 
| TO THE TRADE 


| AD-STAMPING LTD. 


148 SHOOTERS HILL RD., LONDON, S.E.3 
GREENWICH 3688 


public honesty. The percentage 
of bad debts is almost negligible; 
it is certainly no more in ratio 
to that encountered by other 
methods of acceptance.” 

Mr. Stallard finds the service 
highly popular in and around 
Wolverhampton, and many of 
the users have told his tele- 
phonists that they “had been 


| meaning to pop in for weeks with 


| tight 


their small ad., but somehow had 
never got around to it.” 
Semi-display is allowed in the 
classified columns of the Express 
and Star but there are pretty 
regulations governing it. 
The result is that a pleasing sym- 


| metry characterises these pages, 


with 6 pt. caps. as the top type 
allowed. There is also a limit 


| on the number of leads. 


By WILTON EVAN 


AMONG THE papers regularly 
selected for test campaigns is the 
Hull Daily Mail. The geo- 
graphical situation of Hull helps 
greatly for this purpose. 

A second contributory factor 
is that Huli is an extremely ad- 
vertising conscious city, and the 
public rely, to a large extent, for 
guidance concerning their pur- 
chases on the ads. appearing in 
their local evening paper. 

Many Hull businesses can 
definitely trace their success to 
press advertising, one notable 


with 
WILTON EVAN 


example being Automobile Pur- 
chases Ltd., who started as a 
very small garage and in a few 
years, mainly through press ad- 
vertising, came one of the 
largest motor firms in_ the 
country. A radio firm can also 
trace much of their present 
success to their local newspaper 
advertising. 

Local advertisers are fortunate 
with regard to the preparation of 
their copy for the Hull Daily 
Mail. The paper has two ex- 
perienced artists on its staff, one 
of whom is a fashion expert, and 
also a copywriter and layout 
man. In addition, it offers a 
free block service, which covers 
nearly every type of business. 


* * * 


How MANY provincial advertis- 
ing managers have sold space to 
their local police force? 

This is the achievement of the 
Eastbourne Herald Chronicle's 
P. Satinet who presented a novel 
composite page. Spaces were 
taken by the lice, the civil 
defence, the AFS, the National 
Hospital Service Reserve and the 
Home Guard, with a facsimile 
signed message from the Mayor 
appealing to the citizens of East- 
bourne to respond to the recruit- 
ing drive. 

The local angle was strongly 
emphasised by the use of a 
photograph, in each advertise- 
ment, of a uniformed member of 
the service and a potted bio- 
graphy explaining how he—in the 
case of the nurses, two girls— 
came to be associated with the 
particular branch. Notable 
among the portrait gallery is 
Victor Birkett, Eastbourne’s own 
Channel swimmer who has 
recently joined the Home Guard. 
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Many hasten to 
meet the stars 


in London 


AMES JARCHE, whose ex- 
hibition of film and stage 
personalities Meet the Stars 
continues to attract many Visi- 
tors to the Ilford Galleries, 
Holborn, London, started his 
Fleet Street career 45 years ago 
under the legendary Warhurst 
(“old War-horse”) of World's 
Graphic Press. 

In those days Jarché toted 
around with him a back-breaking 
load of half-plate camera, tripod, 
bulky slides and heavy glass 
plates. Today, he uses miniature 
and 6 x 6 cm. reflex cameras 
exclusively. 

His opinion is that the greatest 
Fleet Street art editor of all time 
was Hannen Swaffer, who, until 
James’ recent transfer from 


Pier Angeli never looked more 
charming than in Jarché's shots 


Picturegoer to Asscciated News- 
papers, was 
Odhams Press. 
These further 
Jarché’s art--from_ the 
Galleries exhibition 
masterly simplicity which, allied 
to near-genius for catching the 
most revealing expression, how- 


ever fleeting, makes Jarché pic- | 


tures so different. 


A frighteningly 
candid Jarché pic- | 


ture showing the 


deep etch of life's | 


unhappiness on the 

faces of two of the 

world’s best known 
clowns. 


New colour films at the Cycle Show 


WO new films, “Kick Start” 

and “Awheel in Britain,” 
will be shown for the first time 
by Dunlop during the Cycle and 
Motor Cycle Show at Earls 
Court, November 14-21 A 
colour cartoon film, “The 
Moving Spirit” (see illustration), 
received its premiére recently. 
Sponsored by Shell Mex & B-P. 
Ltd., this traces the development 
of the car from the 1880's. 


SILK ey a ce 


97 SHIRLEY ROAD.CROYOON 

AODISCOMBE Bt41-8 
HIGHEST GRADE 
CLEAN © SHARP ) EXPRESS / 
CRAFTSMANSHIP DELIVERY 


“SDAY-GLO”? printers 


SPEEDY SERVICE 


| 69 Fleet Street E.C.4. 


“EARMERS’ JOURNAL”. 


(Official Organ of Ulster Farmers’ 


Union) 
Ulster’s leading farm- 
effective coverage of 


the farming commun- 
ity of Ulster. 


A.B.C. figures 


ap 


MEMBER OF THE 
AUDIT BUREAU 
OF CIACULATIONS 
Belfast Office 

18 Donegall Square, East. Tel. Belfast 24397 
London Office: 

Tel. Central 5453 


his colleague at | 


examples of | 
Ilford | 
show that | 
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A Good Advertisement 


should be given 


A Good Start 


It should appear in the morning— 
so that it will have all day in which 
to do its work. 


It should be inserted in the leading 
morning paper in the chosen area— 
so that it will skim the cream off that 
market. 


The Belfast News-Letter is published 
early in the morning and is the most 
influential newspaper in its principal 
area of circulation—the six counties 
of Northern Ireland. 


Established 1737 
More than a newspaper—an institution 


Belfast News-Letter 


Donegall Street, Belfast . 85 Fleet Street, London 


ing publication for | 


24,440, 


L°AGENCE ROSSEL 
of Brussels (Belgium) 


is organising a 


PUBLICITY ART 
COMPETITION 


70,000 Belgian france 


The competition is for black-and-white drawings 
on a television theme. 


Prizes total 


Prize winners in the category 
open to professional artists of all nationalities over 
25 years of age will receive the following awards: 


Grand Prix d’Art Publiciaire 
Second prize ... 
Third prize 


20,000 Belg. fr. 
15,000 ,, 
10,000 ,, —y, 


Closing date of the contest: November 30, 1953 


Artists interested can obtain full details from: 


L’Agence Rossel (Service Concours), 


122 rue Royale, Brussels (Belgium) a) 
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TO HAMBURG 
VIA VIENNA 


AQT THE AGE of 42, Sidney 
Cogswell goes to Hamburg to be- 
come chairman of Lintas G.m.b.H. 

or rather, he goes first to Vienna 
next January for three months to 
learn the language before moving 
to Hamburg in April. No wonder 
he is finding life interesting right 
now. 

This promotion is in recognition 
of a notable career with the Lever 
organisation, which began in_ the 
statistical department in 1928. Two 
years later he joined the press de- 
partment of Lintas (then Lever 
House Advertising Service) under 
Gordon Ralston who, when Mr. 
Cogswell became the first Unilever 
man to pass the ga og | Asso- 
ciation examination, made him his 
personal assistant. Since then, in 
various subsidiaries he has looked 
after the advertising for a number 
of big lines, including Persil, Eve 
Shampoo, and Puritan. He launched 
Pin-up, and has been responsible 
for Surf. After a spell in the 
Administrative Staff College he 
visited the United States to study 
their advertising and marketing 
methods there. 

A widower, Mr. Cogswell recently 
remarricd--his bride being Miss 
Peggy Furse, who ran the Persil 
Home Washing Bureau and was 
product manager of Breeze Toilet 

yap. There's nothing like taking 
an understanding wife along with 


you on a job like Mr. Cogswell’s 
new assignment! 
© * 


Hlossy of Frank Padbury, man- 
aging director of Padbury Ad- 
vertising Ltd., Dublin, is one that 
delights many of his friends in the 
Irish Advert- 

ising - Press - 
Club. it os 
cinema- 
tography, and 
his recent 
screening of 
a film made 
during the 
Club's annual 
outing made 
a successful 
start for the 


8333-586 
season. 
Mr. Pad- 


bury, a native 
ot Waterford, served an apprentice- 
ship to a printer before joining 
Kenny's Advertising Agency in 
Dublin in 1922. Later he spent 
some time with Heritage Peters in 
Coventry before joining O’Kennedy- 
Brindley Ltd. when that agency was 
founded in Dublin. Eighteen years 
later he left to found Padbury Ad- 
vertising, which has been growing 
steadily and is now in its eighth 
year, 

His cinematography is a develop- 
ment of his long-standing interest 
in photography—he is a member of 
the Bhotographic Society of Ireland 
and a successful exhibitor at their 
annual salon. 


area of Lancashire. 


100 


best 


MEALHOUSE LANE 
BOLTON LANCS 


Telephone: Bolton 1993 
Advt. Manager: Wm. Sheppard 


BOLTON EVENING NEWS 


Lancashire Journal Series 
(SIX WEEKLY NEWSPAPERS) 


are a formidable combination 
covering an important Industrial 


They give you absolute 
blanket 


BOLTON, and are the 
shopping guide to 
nearly 
million people. 
BOLTON EVENING NEWS 
A.B.C. NET SALE 82,461 
LANCASHIRE JOURNAL SERIES 
A.B.C. NET SALE 85,261 


TILLOTSONS NEWSPAPERS LTD. 


coverage within 
square miles of 


a quarter of a 


6, ARLINGTON ST. 
LONDON S.W.1 
Telephone: GRO. $220 
London Manager: C. A. Miles 
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Award in jade 


Tue publicity manager of Kraft, 
George Pierce, was presented with 
the company’s merit award, last 
week, by F. W. Frost, managing 
director. 

The merit award, which takes the 
form of a jade ring was instituted 
in America by J. L. Kraft before 
the war, because, as he said, “Jade 
in ancient times was considered a 
symbol of worth and honour. It is 
a particularly fitting emblem to 
recognise service and __ initiative 
beyond normal job requirements.” 


* * * 


Now PROMOTED to the board 
of C. J. Lytle (Advertising) Ltd., 
G. W. Leslie Reece has for some 
time been handling a group of 
important ac- 
counts, which 
include the 
International 
Wool  Secre- 
tariat, British 
Carpets Pro- 
motion Coun- 
cil, Citrus 
Marketing 
Board of Is- 
rael, and the 
South African 
: Pineapple 
Farmers 
Union. 

Mr. Reece 
gained his first experience in adver- 
tising with the F. John Roe Agency, 
whom he joined in Manchester in 
1927. After the war he returned 
to them to open their London office. 
In the meantime he had served with 
RAF public relations in the Middle 
E ast. It was he who invented 
“Christmas Airgraph,” a form of 
Christmas greeting which the men 
could send home. He also did PR 
work with SHAEF and the Control 
Commission in Germany. 


Creative Circle’s 
new president 


ASA SEQUEL to the excellent 
exhibition of American commercial 
art organised by the Advertising 
Creative Circle, W. T. Stevens, new 
president of the Circle, tells me that 
he hopes to arrange for an exhibition 
of British commercial art during his 
term of office. 

Now manager of the creative 
department of F.C. Pritchard. 
Wood & Partners, Mr. Stevens has 
been on the copy side throughout 
his career in advertising. He started 
aS a junior Copywriter under Stanley 
Fay at London Press Exchange and 
went subsequently to Saward, Baker 
and to Odhams publicity depart- 
ment, under” Surrey Dane. He 
joined P.W.P. in 1940 and is an 
associate director 

A council member of the Creative 
Circle for the past three years, he 
has been chairman of its Hulton 
Scholarship Committee for the past 
two. This year he set the paper 
for the copywriting section of the 
Advertising Association Finals 
cxaminauion. 

Rarely have I met anybody who 
impressed me so much as being 
quictly efficient and businesslike. 
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HUMOUR ON 
THE LINKS 


SSUCCESS in the book world is 
no new thing to George 
Houghton, a Newnes group adver- 
tisement manager. His book about 
the RAF in the Desert They Flew 
Through Sand sold 100,000 copies, 
and Confessions of a Golf Addict, 
which he both wrote and illustrated, 
reached four editions. 

Now comes Golfers’ ABC 
(Museum Press, Ss.) which bids fair 
to rival its predecessors; indeed, 
nearly 8,000 y re for it before 
it came out. rat comic verse 
for each ae. of the alphabet is 
provided by Hubert Simmons. 
well-known amateur golfer, Mr 
Houghton providing the illustrations 
of golfers trudging through the rain, 
missing the ball, driving from im- 
possible situations, and so forth. 
There is a laugh on every page, 
whether text or illustration. 

Although hailing from the home 
of golf, Scotland, Mr. Houghton 
lived in France for 11 years on the 
staff of the Daily Mail before going 
in 1937 to Newnes, where he is 
advertisement manager for Tit-Bits, 
John O'London's Weekly, London 
Opinion, and Wide World. 


Spell binder 


BEB IRMINGHAM public relations 
man who complained in a letter to 
the Daily Express that he could not 
find a secretary who could spell, 
gained a not unwelcome fame—and, 
incidentally, a new secretary who 
can spell. 

When George Bartram first put 
his irate pen to paper, he never ex- 
pected the result to snowball to the 
extent it did. Within a few days 
of the Daily Express publishing his 
letter he and his grievance were 
featured three more times in the 
Express, including a Giles cartoon. 
Ihe Birmingham papers took up the 
matter, and when Mr. Bartram 
finally advertised for a_ secretary 
(specifying one who could spell) he 
was literally inundated with appli- 
cations. 

+ * 


THE real truth about the unfor- 
tunate appearance of a chimpanzee 
during the American televising of 
the Coronation is revealed by Leon 
Goodman, v ho made it his business 
to find it out during his recent visit 
to America. He stresses two 
points. The first is that “J. Fred 
Muggs,” the chimpanzee, had 
nothing whatever to do with the 
sponsors of this enormously popu- 
lar NBC programme but was put 
on by NBC themselves. And the 
second is that he is a regular feature 
who always appears during a break 
in the programme as an item of 
comic relief. J. Fred Muggs is the 
property of Roy Waldron and Bud 
Mennella, formerly two page boys 
with NBC 


Contact 


WEEKS WISECRACK 


~ 


“Our women’s department 
say that National Corset 
Week is just bulging with 
opportunities.” 
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Younger 


film advertising rates 


Over 1,000 CINEMAS TO CHOOSE FROM 


(One third of all the independent cinemas in the country) 


5,000,000 ACTUAL VIEWERS WEEKLY 
Average filmlet schedule costs only 


2/3d PER 1,000 ACTUAL VIEWERS 


CONSECUTIVE OR ALTERNATE WEEKS 


Full colour ¢ Black and white « Black and white with colour 


Oe eb a 


Full details from: OANIEL F. WARNOCK + DIRECTOR OF NATIONAL SALES 


Films & Filmlets 


28 ALBEMARLE ST. LONDON WI. HYD 6593 


Younger Budget 


YOUNGER PUBLICITY SERVICE LIMITED 
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CAL AVA 
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: “ Acqua alle corde!" 

x cqia allée corde: Che Obelisk in the Piazza “Acqua alle corde!” And the water on the ropes, 
4 : di San Pietro in Rome was erected in 1586 with the help tautening them, saved the day. 

. ot 800 workmen and 140 horses. This detail from Carlo These days the builder works with far more manageable 
+ * Fontana’s engraving gives some idea of the splendid materials. Some of the most versatile are made by the 
a grandeur of the operation. Building Boards Division of the Bowater Organisation. 
B: 


It was a close thing, so the story goes. The architect 
had not allowed for the enormous strain on the ropes 
: and their consequent stretching. But, though silence 
, was imposed under pain of death, one of the workmen 

: a sailor from San Remo—shouted at the critical moment : 


Made from compressed wood fibre, these boards are used, 
among a thousand other uses, as insulating materials in 


ceilings, as partitions in houses, as panelling in railway 
coaches or in ships... all over the world they are essential 
to the architect and builder of today. 
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= NEWSPRINT * MAGAZINE PAPERS * GRAVURE PAPERS > ia BANKS & BONDS PURE PRINTING PAPERS 
i ae CORRUGATED FIBREBOARD CONTAINERS * FIBRE DRUMS MULTIWALL SACKS * PROTECTIVE WRAPPING PAPERS 

f, 
5 gt PACKAGING PAPERS & BOARDS ~*~ PAPER BAGS INSULATING BOARDS © HAROBOARDS 

+ 


THE BOWATER PAPER CORPORATION LIMITED 
Great Britain - United States of America Canada - Australia - South Africa Republic of Ireland - Norway + Sweden 
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H. Ashford Down (president, 
Display Producers and Screen 
Printers’ Association) and F. J. 
Clements (vice-president), with 
C. Etheridge (chairman, Mid- 
lands branch), S. J. S. Herbert 
(hon. secretary), R. Baker, F. J. 
Shipman, - D. Swann, I. 
McKay, C. A. Glover, W. Hinks 
(branch committee members), at 
the branch's first get-together 
dance last Thursday. 250 people 
attended what it is hoped will 
become an annual event. 


Irish P.R.O.s are 
. 7 
organising 
Following a meeting of a 
group of Irish public relations 
officers in Dublin recently it was 
decided to form an organisation, 
tentatively called the Association 
of Irish Public Relations Officers 
A sub-committee of six, under 
the chairmanship of E, J. Lawlor 
(Electricity Supply Board), with 
David Hayes (Aer Lingus) as act- 
ing secretary, has been named. 


Le ee ee ee Se ee eee ee 


Goodman plans public relations and 
promotion set-up in New York 


MEETING J. FRED 


leon Goodman, on his recent trip 

‘o America, meets the celebrated 

J. Fred Muggs, who is held by 

Roy Waldron, one of the chimpan- 
zee's owners. 


*See Mainly — 322 


BIKINI GIRLS IN THE {NNU. AL REPORT 


Two luscious girls in bikinis. 
under a heading “Talking of 
Figures,” help to enliven a 
column of figures in Eastern 
Echo, a popularised version of 
the fourth annual report of the 


Dele thought layout 
was ‘excellent’ 


The Duke of Edinburgh has 
sent a message to Edgware and 
District Newspapers Ltd. con- 
gratulating them on a age 
of composite ads. Gal 
traders published to ai his 


visit to Hendon last week to 
open the Maccabi Running 
Stadium. 


Two proofs of the composite 
advertisement, which appeared in 
the group’s three papers, the 
Edgware and District Post, Hen- 
don and District Post, and the 
Boreham Wood, Elstree and 
District Post, were sent to 
Buckingham Palace. 

Lt.-Gen. Sir Frederick Brown- 
ing, his private secretary, wrote 


that the Duke thought “the 
whole layout was quite excel- 
lent.” 

One hundred and_ twenty 
traders each took a_ single 
column inch, costing &s., on the 
page which was headed: “Loyal 


Greetings to His Royal Highness 
The Duke of Endinburgh from 
the traders of the Borough of 
Hendon—October 29. 


19§3.”" 


Eastern Gas Board. And, ac- 
companying the front page story 
of the Board’s £147,857 surplus, 
is a picture of two racehorses 
running neck-and-neck, headed 

But it was a close finish.” 

The report is produced to re- 
semble a four-page folio-type 
newspaper, with a coloured title 
panel and, on the back page, a 
photographic strip feature, 
‘Echo Newsreel.” It was dis- 
tributed among employees of 
the Board’s five divisions im- 
mediately after the release of the 
report to the general press. 

G. M. Barris is the Board's 
publicity and sales officer. 


Leon Goodman, managing 
director, Leon Goodman  Dis- 
plays Ltd., plans to set up very 
soon a public relations and pro 
motion organisation in New 
York. 

Its main purpose will be to 
help British exporters find their 


way into the dollar markets 
This, he believes, can be pro- 
perly achieved only by = an 


organisation in the U.S. 

This is the main outcome of 
Mr. Goodman's six weeks visit 
to the States. But while he was 
there he met many important 
television executives and pro- 
ducers and is now busy maturing 


plans in anticipation of com- 
mercial television here. He 
believes that the various com- 


panies of which he is chairman, 
and of which the display firm 1s 
only one, can perform useful 
work in the form of services and 
ideas. “Ideas are our business,” 
he says. 

He has already arranged for 
Nancy Craig, noted American 
television star who runs her own 
programme of comments on the 
day, to visit this country and 
make a series of programmes for 
television showing in America. 
These may include films of 
British industries making export 
products. 

Third purpose of Mr. Good- 
man’s journey was to see that 
British firms who use display are 
getting a fair showing in the 
States, and to make hard and 
fast arrangements for the regular 
supply to his organisation here of 
the latest American display ideas 
and developments. 


How to expand overseas markets 


Sir William Rootes, chairman 
of Rootes Motors Ltd, has 
warned that British manufac- 
turers must show greater initia- 
tive in advertising, market 
research, customer relations, 
sales, and merchandising, if they 
are to expand exports. 

Speaking at the Federation of 
British Industries Export Sales 
Conference last week-end, Sir 
William, who is chairman of the 
Dollar Exports Council, said it 
was no good thinking that adver- 
tising that was right in one coun- 
try was necessarily right in 
another. One had to adapt one- 
self. in all phases of sales pro- 


motion, to the market under 
attack 

As an example of how to seize 
an opportunity for tie-up, Sir 
William referred to Lentheric, a 
French company that showed its 
“Pippin Red” lipstick in its New 
York showroom. A Minx Cali- 
fornian was painted with a 
“Pippin Red” top. Lentheric 


provided their showroom as a 


medium for exhibiting — this 
model, without cost, for two 
weeks, and the car had since 


been touring for months through 
the other sales points of Len- 
theric, who were giving away 
little models with the tops 
painted in “Pippin Red.” 
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We Hear 


“Daily Mail” Ideal Home 
Exhibition 1954 will be held at 
Olympia, London, from March 2 to 
March 27. 

* * By 
Jig-saw puzzles are being included 
with the packs for children’s western 


shirts marketed by the De Luxe 
Manufacturing Co., Ltd. 
+ Ba tk 
Within 24 hours the Popular 


Television Association secured 200 
new members in Glasgow 
> 4 

A decision as to whether beer 
advertisements should be allowed on 
litter baskets has been postponed 
by Cumberland district council ‘to 
see if any objections come in. 

* BS * 

An Oxford graduate has secured a 
trainee post in London after 
approaching over 25 advertising 
agencies, the Advertising Club of 
Oxford has been told. 


* * * 
Religion on the tram 


Sheflield Transport Committee 
have approved the painting of unde 
nominational religious advertise- 
ments on trams and buses. 

* oh * 

The annual conterence of the 
Institute of Public Relations will be 
at the Red Horse Hotel, Stratford- 
upon-Avon, from Friday, April 3), 
to Sunday, May 2, inclusive. 

ck + * 

L. Hardy, a member of Auger & 
Turner Ltd Birmingham — office 
staff, won first prize for a carving 
on hardboard im a competition 
organised in conjunction = with 


Moseley Road School of Art, Bir 
Midland  dis- 
Sundeala 

Wallboards Ltd 


mingham, and the 
tributors of 


hardboard, 
Midland 


This new biscuit tin for W. & R 
Jacob (Liverpool) and Co., Ltd., 
has been designed in black and 


yellow on a red ground by Evelyn 
Nowik of the Desien Research Unit 
This tin design follows a gift’ pack 
trend which eliminates brand names 
so that tins are more attractive for 
subsequent use in the home. 
+ . + 
Designed to promote the sale of 
British fashion shoes in the United 
States, the Brevitt Shoe Co., of 
Leicester, and Old Bond Street, 
London, have flown one of their 
craftsmen across to New York to 
demonstrate the art of hand shoe- 
making. 
ok ab 
John Cowderoy, managing direc- 


tor, Cowderoy and Moss Ltd., 
London, has flown to Paris on a 
sey yo assignment at the 
lon de l'Emballage 
* * ca 
Carlton Artists, previously un 


beaten at darts, suffered their first 
defeat (3-2) at the hands of Masius 
and Fergusson. 
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TO YOUR SALES IF 
YOU COVER 


BEDS 
HERTS 
BUCKS 


through the 


HOME COUNTIES 
NEWSPAPERS GROUP 


130,595 Net Sales 45/- s.c.i. 


Represented in London by 


WILL KITCHEN, Jr. LTD. 


13) Fleet Street, EC 4 Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager Claude W. Gilder 


Choosy People 


Choosy clients like agencies with 
choosy space-buyers who like maga- 
zines with choosy readers. 

And the most choosy of all custo- 
mers are mothers buying for their 
children or their homes. They 
demand goods they know are first- 
class; goods advertised and guaran- 
teed. 

The readers of CHILDHOOD/ 
PARENTS* are the most choosy of 
all mother-readers. They really 


326 


English Electric 


The English Electric Co., Ltd., 


| will soon be appointing new agents. 


Their present agents, Service Ad- 


vertising Co., Ltd., have asked to 


| be allowed to relinquish the Group's 


| 


care and no mistake: otherwise they | 
' sale material is being distributed to 


wouldn't spare the time and the 
money to read our magazine. They 
buy our magazine because it gives 
(a) the finest editorial in the world 
on its subject (no idle boast, this) 
and (b) the finest free advice-by- 
post service. 

Of course our readers believe our 
advertisements. So they should. 
We are just as careful about truth 
in advertising as about truth in 
editorial—or you can put it the 
other way round and we'll agree. 
See you at the Ideal Home Exhibi- 
tion in March? Harold Lewis 


*To be called PARENTS from 
January Ist, 1954, onwards. 


LEWIS PUBLICATIONS LTD. 
149 Fleet Street, London, E.C.4 
Central 9951/2 


accounts ‘‘on some mutually accept- 
able date next year.” 

Service Advertising have been re- 
sponsible for the various companies’ 
campaigns for a number of years. 
A joint statement says: ‘The friend- 
liest possible terms exist between 
Service and the English Electric 
Company and its Associates.” 


Give them seats in 
the cinema 


Gift vouchers for cinema seats 
are being introduced by ABC 
cinemas at the end of November. 
The prices will range from 4s. 6d. 
to 10s. 6d. A filmlet has been 
prepared and there will be poster 
advertising in the cinemas. Ihe 
possibility of using local newspapers 
to publicise the scheme is also 
being considered. Rex Publicity 
Ltd. are the agents. 


When women wear 
the trousers 


Because they feel that women 
ave a vreat say in what men wear, 
Elem Clothes Ltd. are launching a 
campaign for their waistcoats using 
almost exclusively magazines with 
feminine readership. 
d serics of 
featuring 
slogan 


advertisements 

lerry-Thomas with the 
“How do you view your 
man?” have been designed by the 
avents, Lucien Productions Ltd. 
The first will appear in the Christ- 
mas extra number of Woman. 
Other women's journals are on the 
schedule. Mainly half-pages will be 
used 


Hiltone tie-up 


Hiltone have launched a cam- 
paign to tie in with the distribution 


of the film “Gentlemen Prefer 
Blondes.” 
Window display and point of 


all retail outlets to coincide with 
the release of the 20th Century Fox 
Film. As announced last week a 
competition to find Britain’s most 
beautiful blonde is being run 
through local cinemas. It will be 
backed with national newspaper and 
magazine advertising. G. S. Royd 
Ltd. are the agents for Hiltone 


Paint spot 


Starline Varnish and Enamel Co. 
are again using Radio Luxembourg 
this winter. A weekly quarter of 
an hour programme Started on 
Tuesday—The Starline Show, pro- 
duced y Hector Ross Radio Pro- 
ductions. The agents are Crossley 
& , 


Jersey caramels 
Batver’s agents, Lamb and Robin- 


son Ltd., designed the new show- 
card for the company’s Jersey 
caramels, not C. J. Lytle (Adver- 


tising) Ltd., as stated last week. 


@ More Current Advertising on 
page 328 


seek new agents 


A. Adler Ltd., manufacturers of 
| chocolate discs, bars and assorted 


Ne ceated 


fe er ittiy are 
RICHAKD HUDNUT 
DISCOVER THE 

- MAW HAL WAY 
TO LIGHTEN HAIR! 


ee ea 


i 


Wakefield's get =e 


chocolate account = 


chocolates, have appointed C. P. ee 

Wakefield Ltd. as their agents. B 
Arrangements are in hand for 

trade advertising in Confectioner) vn 

News, Confectionery Journal . ty 

N.U.R.C. Newsletter, and the Sco and right 

tish Confectioner. Children’s pub 


lications, including Eagle and Girl " — ae ene panna 


will be used for the introduction oi 


Adler's special animal bar 


chocolates in 
screens in 
orovincial cinemas early in the New 
ear. 
national newspapers will be added 
to the schedule later. 


lines. 

It is planned to introduce Adler's 
filmlets on cinema 
London and _ selected 


which will be 
Richard Hudnut's 
lightener, Light and Bright. 
pages ave been booked 
“Woman” and “Woman's 


next week. Agents: 
Warden Ltd. 


used to 
new home 


Grocery trade papers and 
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hall beauty secre! 


This is one of the advertisements 
launch 
hair 
Full 

in 
Own” 
Armstrong- 


oo 


ACCOUNTS MOVING: 


Polly Peck dresses to Conroy Wykes Advertising Ltd. 
, — (C.M.E.) Ltd., to Bemrose Publicity Co. 
(Derby). 


NEW ACCOUNTS: 


Telemechanics Ltd., projection television, for Conroy Wykes 
Advertising Ltd.; EFCO Engineering Group for Rooster 
Publicity Ltd.; A. B. Coupler & Engineering Co., Ltd., 
Hostess Tubular Equipment Ltd., William H. Hotton & Co., 
Ltd., Matling Ltd., Maiden & Company Ltd., and The Woden 
Transformer Co., Ltd., for Sandbrook, Metcalf & Co., Ltd. 
(Birmingham); George Hogg & Co., Ltd., makers of “Hogg of 
Hawick” textiles, for J. G. McCallum & Co. (Edinburgh); 
Richard Hudnut’s Light and Bright hair lightener, for Arm- 
strong-Warden Ltd. (large spaces in women’s magazines and 
similar media); A. Adler Litd., chocolate manufacturers, for 
C. P. Wakefield Ltd. (trade and children’s press, nationals and 
filmlets in London and the provinces); Wulfing Minor Aspirin, 
made 7 Greenford Chemicals Ltd. for Cecil Swann Ltd. 
(national and trade press and women's magazines). 

Royal Lemon Meringue Pie Filling, made by Standard 
Brands Ltd., for S. C. Peacock Ltd. (Liverpool); E. C. De Witt 
& Co., Lid., proprietary medicine manufacturers, for Dudley 
Turner & Vincent Ltd. and Dudley Turner & Vincent (Over- 
seas) Ltd. advertising home and overseas except Australia. 


NEW CAMPAIGNS: 


Morley underwear (F. C. Pritchard, Wood & Partners Ltd.), 
national press starting next March; John Bedford Ltd., makers 
of files and hammers (Rooster Publicity Ltd.), provincial and 
trade press; Elem waistcoats (Lucien Productions Ltd.), 
women’s magazines and trade press; Starline Chinese Lacquer 
(Crossley & Co. Ltd.), Radio Luxembourg; Cussons Imperial 
Leather men’s preparations (Richard Potts & Partners Ltd.), 
campaign extending to sporting magazines and leading weekly 
periodicals; ABC gift voucher scheme (Rex Publicity Service 
Ltd.), screen and cinema poster advertising with possible 
extension to local press; Ilford Ltd. (Everetts Advertising Ltd.), 
national newspapers and weekly magazines; Rayburn boiler 
(Mather & Crowther Ltd), national daily and Sunday news- 
papers and trade press; Rawlplug Durofix & Plastic Wood 
(Rumble, Crowther & Nicholas Ltd.), weekly magazines and 
trade press. 

Hiltone (G. Royds Ltd.), national newspapers and maga- 
zines; Baird television (C. P. Wakefield Ltd.), London 
evenings, national dailies, provincials and trade press; Astral 
refrigerator (W. H. Emmett (Scotland) Ltd.), national daily 
newspapers; Creda cookers (Stuart Advertising Ltd.), local 
newspapers in North of Scotland; Van Houten drinking choco- 
late (W. S. Crawford Lid.), large spaces in London evenings 
supported by posters on Underground and main London 
stations. 


Ltd. 
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As much at home in the kitchen as on the ballroom floor, cookery is but one of 
the smart young woman’s many interests. From food to furnishings, to clothes, 


confectionery and beauty aids, her preferences are a decisive factor in the home. 
And guiding those interests, reflecting those tastes, is the influence of HEIRESS, 
the magazine she turns to for the soundest advice on how to buy. 


HORE SS 


Advertisement Manager : George H. Phipps, 
LUTTERWORTH PERIODICALS LIMITED 
4 Bouverie Street, London, E.C.4. Phone: CENtral 1732-3 
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ADVERTISER'S WEEKLY 


Colour 


PHOTOGRAPHS 
at their best... 


... come from Morath’'s 
colour laboratory — the 
most modern in the 
country. Enlargements 
up to Sft. — the largest 
direct colour prints made 
in England. 


Photographer of 
Adolf Industry, People 
ow Marath 
Residence Ord 


and Scenery 
14, Cornwall Gardens, 8. Kensington, 
London, S.W.7. Tel: WEStern 2652 


= —EE — —— 
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‘EVENING STANDARD’ COMES BY VESPA 


“Evening Standard” Douglas Vespa, of the type used in the film 


Holiday,” on display in the foyer of 


the run of the film. The “Evening Standard” 


delivery services in country districts. 


Another recent tie-up with 


“Roman 
the Regal, West Norwood, during 
now uses Vespas for speeding 

films was 


the display in cinemas of newsbills covering the Turpin fight. 


EXHIBITION ano 


At our new Factory there are considerably 
increased facilities and our services have 


developed in enterprising fashion. 


We should therefore welcome the approach 
of a lively imaginative sales executive in 


touch with the times and knowledgeable 


in the field. 


The right type can anticipate the sort of 
remuneration he is looking for and in- 


teresting future prospects. 


Managing Director, 


PICTORIAL DISPLAY 
LIMITED 
26 Westminster Bridge Road, S.E.! 


| 
} 


DISPLAY WORK 


POINT-OF-SALE 
s 


Mechanical World 


and ENGINEERING RECORD 


LEGAL AND GAZETTE 


Option clause in 
contract case 


A claim for damages for alleged breach 
of contract over the publication of pocket 
tariff booklets for a Bristol hotel came 
before Mr. Justice Glyn-Jones in the 
Queen's Bench Division. 

General Publicity Services Ltd. of Dover 
Street, London, W., sued the Grand 
Hotel Company (Bristol) Lid., of Corn 
Street, Bristol, who denied liability. 

H. G. Garland, for plaintiffs, said that 
by an agreement of December 12, 1949, 
they supplied free of charge, 5,000 of the 
booklets to defendants for use at their 
Brunet House hotel in Bristol and 
defendants agreed to circulate and 


| display them. 


The cost of the production was covered 
by revenue received from advertisements 
in the booklets. The agreement was for 
three years and it also contained an 
option that plaintiffs could re-issue the 
booklets on the same terms for a further 
three years. On October 29, 1952, plain- 
tiffs informed defendants that they in- 
tended to exercise the option and re-issue 
the booklets, but two days later the hotel 
was closed by the deiendants and plaintiffs 
were unable to exercise the option. 

1. H. Jacob, for defendants, said there 
was an implied term in the contract that 
the option would be valid only if the 
hotel continued business for a further 
three years. Plaintiffs did not purport 
to exercise the option until November ‘, 
1952, after the closing down of the hotel. 
The damages claimed were too remote 
dnd not recoverable in law as the option 
had no effect when the business ceased. 

Mr. Justice Glyn-Jones, giving jude- 
ment, said he was bound by a decision 
of the Court of Appeal which compelled 
him to come to the conclusion that the 
material time he had to look at was the 
end of the three years. If, at the end of 
the three years, defendants were not 
carrying on the business the option was 
not exercisable. There would, therefore, 
be judgement for defendants, with costs. 


WILLS 


Cuaates Epwarp Warp, of Fladbury. 
Middicton Hall Road, King’s Norton, 
Birmingham, chairman of the Birmingham 
News and Printing Co. ltd, founder of 
the Sutton Coldfield News and the 
Warwick County News, a founder mem- 
ber of the Staffordshire and Worcester- 
shire Newspaper Society (now the West 
Midlands Newspaper Society), and at one 
time a member of the Council of the 
Newspaper Society, left £11,985 8s, 2d. 
gross, £11,898 ISs. 6d. net. 


Joun Stpney Kine, of 48 Haven Green 
Court, Ealing, company director, left 
£21,125 148. 3d. gross, £20,789 4s. 6d. 
net. He wished that so far as was prac- 
ticable and consistent with the provisions 
of his will, his investments (and in par- 
ticular any of and in King and Hutchings 


Lid., Harrow Observer Lid., Middlesex 
County Times Printing and Publishing 
Co., Ltd., of any other company) be 


re.ained. 


NoveMBer 5, 1953 


More Current Advertising 


Cussons extend 


next year 
Sons and Co., Ltd., 
a — next year 
will advertising. appron 
The he ewes for Cussons 


Imperial Leather men’s preparations 
will be extended to cover most of 
the popular sporting journals and 
leading weekly magazines. 

Last week a copy of Punch con 
taining a Cussons advertisement in 
full colour was mailed to every 
chemist in Great Britain together 
with a sales letter. Richard Potts 
and Partners Ltd. are the agents. 


Special aspirin for 


children 


Greenford Chemicals Ltd. are 
introducing a new aspirin for in- 
fants and oo. Ageing, 
handled by Cecil Swann Ltd., wil! 
start soon in national newspapers 
and women's magazines. Trade 
press advertising is now breaking, 
announcing display materia! for 
retailers. The product will 
known as Wulfing Minor Aspirin 
and will sell at Is. 4d. for ‘SO 
tablets. 


Winter snaps 


Ilford Ltd. are continuing their 
“Faces and Places” campaign this 
winter. The slogan is: “You can 
take Faces and Places even in 
winter with Ilford HP3 film.” 
Instead of the sunny pictures 
featured in the -summer campaign, 
rainy day pictures are being used. 
The a % » includes national news- 
papers and weekly magazines. 
Everetts Advertising Ltd. are the 
agents. 


December start 


Standard Brands Ltd. are Jaunch- 
ing a new product—Royal Lemon 
Meringue ie filling. National 
advertising will start in December. 
The agents are S. C. Peacock Ltd. 
(Liverpool). 


It's in the box 
W. 1H. T. Tayleur (Publicists) Ltd. 


have been appointed to_ handle 
public relations for the National 
Egg Packers’ Association. This is 


the first time that the Association 
has entered the P.R. field. 


Prospects brighter 
in Australia 


Opinion leaders at the Australian 
Association of Advertising Agencies 
convention at Portsea, Victoria. pre- 
dicted bright business prospects for 

in a_ strongly competitive 


market. 

The retiring president, Noel 
Nixon, said: “Controls seem to be 
on the way out and healthy com- 
petition on the way in. 

‘This coming year will see a 
market more competitive than at 
4 time since the war. The buying 

lic will reap the benefit because 
competition is always accompanied 
by improvements in quality and 
service.” 


The Accountant is to make one 
or more annual awards for the 
quality of presentation and_ the 
adequacy of information provided 
in the annual reports and accounts 
which companies circulate to their 
members and shareholders. 
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New motoring 
weekly 


A new weekly that will be solely 
an advertising medium for the buy 
ing and selling of cars, motor 
cycles and caravans, and will con- 
tain no. editorial, is Mi 
Weekly Advertiser, first issue of 
which will appear on November 20. 
Rates are 15s. s.c.i. or £30 a page; 
initial print order: 20,000. This 
magazine will be on sale, price 4d.. 
at all newsagents in London and 
the Home Counties every Friday, 
and publication will be backed by 
a publicity campaign, including 
posters, throughout that area. 

* x 

A promotion folder for Newnes’s 
“Lucky Star’ Group (Lucky Star, 
Silver Star and Glamour) gives a 
cost per thousand advertising rate 


for the group of 3s. 3d., based on 
the Hulton readership figure of 
1,820,000 (all women). 

ok OK aK 


The Munster Express has given a 
silver cup for an elocution and 
public speaking competition open 
to South-East Ireland. 


+ GLORIA IN. | 
} THE ‘GRAPHIC’ 


Points from the advertise- 
ments are picked out in a new 
feature in the Sunday Gra hic 


called “Gloria's gossip. he } 
column is designed to give | 
“news of interest and useful-¢ 
ness 
“Gloria” is Mrs. Gloria 
4 Lewis, wife of Michael Lewis, 
}managing director of Peter J 


zF rench Ltd 


77 ereooo ooo 


The Huddersfield Examiner 

publishing a series of illustrated full 

page features describing the work 

and activities of the local council. 
Ba 


a> ~ 


* + 
Dance News is to award “Carls” 
—its own version of Hollywood 
“Oscars.” 
a a” 
Two special numbers ot cy: 
will be published on Novembe 
and 19 in connection with the Cycle 
and Motor Cycle Show at Earls 
Court (November 14-21). The first 
of these enlarged issues will carry 
additional pages > a 
+ 


The Punch dimeees tio) 1954, with 
a snow scene cover in full colour, 
tackles the joys of Christmas from 
a number of angles in traditional 
Style. 


* a * 
a big publicity scheme, includin 
ces in national Sundays an 
ilies and __ selected c 
pers, supports a pad 
arriage’’ Contest in this wee 
Woman (dated November 7). 
First prize is a £500 “Dream 


Kitchen” planned in association with 
Ezee Kitchens Ltd., of Glasgow. 
Principal Ezee stockists throughout 
Britain are displaying showcards 
tying up Ezece kitchenware and 
Woman's eongenee. 

ok 


The 116-page | .. issue of 
Mother includes a 20-page detach- 
able supplement on making Christ- 
mas gifts ed ——. 


a en. cameiie’ its Seal 
of Merit to the Hollywood version 
of “Julius Caesar.” 

cd * * 

Confectioner, Baker and Restaura- 

teur will change its name to The 


Publications News and Notes— 


aker on January 1, 1954. It 
uted life as The British and 
npire Confectioner, Baker and 


staurateur in 1877, and claims to 
the oldest surviving monthly 
ikery trade publication. 
* od a 


The December issue of Miniature 

amera W. carries a special 

ipplement on colour photography. 
ok * * 


The December issue of Amateur 

iné World is claimed to be the 

irgest issue of any specialist film 

jagazine ever published: a pages. 
a 


— 


Y Cymro made tng in Welsh 
vewspaper publishing with its Caer- 
arvonshire edition last week b 
publishing a 44-page paper whic 
ontained an agricultural supplement 
1 24 pages for the County. This 
ssue is claimed to be the biggest 
newspaper ever published m Welsh. 

* * 


On-the-spot news coverage was 
provided by Travel Trade Gazette, 
for the third annual convention of 
the Association of British Travel 
Agents at Torquay. Special 4-page 
issues—three in all—gave daily 


coverage of Convention proceedings 
in reports, comments and pictures. 
Ihe Torquay Times handled print- 
ing and delegates received copies 
at the 
business. 


beginning of each day's 


ADVERTISER'S WEEKLY 


David H 
tisement representative. This journal 
is published monthly by the Scottish 


Bond as London adver- 


Federation of Plumbers & Domestic 
Engineers (Employers) Associations. 


* +. 

A double-size Christmas number 
of the Nursery World will be pub- 
lished on + oepes 3. 

* * 

Time a IP has issued a 
brochure explaining by pictures, 
diagrams and captions the round- 
the-clock seven-day-week production 
schedule of this magazine. 


John 
lisher, at 


Ship and Boat Duilder's re 


-. pub- 
and 


Trundell ait, £ 


the 


* * * in Paris during the we: Heeger 
; . fishing boat congress, chatting wit 
— oe gy Ee , 1. Fernandez Munoz, naval archi- 
onday, with a 16-page issue. An weet. 
editorial says: ‘In its 83 years of * * * 


ublic service the Evening Express 


S never hesitated to introdu M ; 
innoveilens to eniateln its fresh Survey on mail 
a . Es order purchases 


As from the 7Sth edition, The One adult in 10 s goods 
tory of Directors, to be pub- — through mail order - Be women 
lished next August, will include purchasers outnumbering men 
general advertising for products 11 to 8 per cent. 
which are likely to interest directors. Outerwear garments (31 per cent) 
* ok * 


and footwear (15 per cent) are the 
articles most frequently ordered 


Modern Poultry Keeping and 
The Small Farmer has 


improved through the post by women. 
the style of its cover title. This Gardening items (27 per cent), foot- 
now appears in white against a wear (16 per cent) and outerwear 
dark grey ground, and the con- (13 per cent) constitute the bulk of 


tents panel, placed ata slant on the — men’s mail order purchases. 


right, carries a drawing of a hen’'s The prices of items bought by 
head at 7 top. women average 49s. and by men 
* * 44s. 


These facts are contained in a 
survey on “Buying by Mail’- 
No. 4, in the current series of 


The canis of an extensive, pri- 
vately-conducted investigation into 
the oe of houses on hilly 


ground will — in two Commodity Reports issued by the 
special issues Oo unicipal Daily _ The survey covers a 
J . the first on November 6 six month period ending May, 1953. 


Those who know 
best about 
advertising . 


lhe Farmers Weekly home sec- 
“non has engaged an architect to 
report on the _ possibilities of 


modernising 12 farmhouses and cot- 
‘ages, allowing for an expenditure 
of from £250 to £500 each. The 
photograph shows the ‘New Homes 
tor Old” display piece which was 


the centre of attraction on the 
Farmers Weekly” stand at the 
Dairy Show. The basis of the 


scheme was dramatically presented 


by means of models, photographs 
plans. 
of co 


Ihe News Chronicle is publish- 
ing New Elizabethan Homes, a 
book on the contemporary one 
and two storey house, edited by 
Margaret Sherman. Theme of the 
book is the ten designs for £2,500 
houses that were featured in the 
House Competition run by the 
News Chronicle earlier this year. 

ok * * 

The Local Government Chronicle 
which, established in 1855, claims to 
be the oldest journal devoted to 
local government, now carries a 


two-colour cover, offering a larger 

advertisement area. 
x * na 

The Scottish Master Plumber & 

Domestic Engineer has appointed 


TC 

Wass, Pritchard 
know best 
about printing * 


WASS, PRITCHARD « co. ur 


85 FENCHURCH STREET LONDON EC3 Tel: ROYAL7I41 


* Specialists in Print by Photo-Litho-Offset 
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ADVERTISER'S WEEKLY 


Experienced 
CUT-OUT SHOWCARD 
ARTISTS 


required for creative work on 
showcards, cut outs, crowners, 
cardboard display stands, etc. Only 
men of proved ability in high class 
colour and construction design for 
national advertisers. 


Apply : 
ABBEY DISPLAY CO. LTD. 
49 Charles Street, London, W.1 
Grosvenor 6321 
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RATES: APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per display panel inch. 
APPOINTMENTS WANTED, 3s. per line, 35s. per display panel inch. All other 
classifications, 4s. per line, 45s. per display panel inch. Minimum, 3 lines. Box No. 
charge, one line plus 9d. covering postage, etc. Series rates on application: all 
advertisements under seven insertions MUSI BE PREPAID. Address “Advertiser's 
Weekly,” 180 Fleet Street, London, £.C.4. CHAncery $844 (Ex. 25). 


APPOINTMENTS VACANT : 


Situations Vacant: “The engagement of persons answering these advertisements must 
be made through a Local Office ut the Ministry of Labour or a Scheduled Employment 
Axency if the applicant is a man aged 18-64 inclusive of a woman aged 18-59 inclusive 
unless he of she, or the employment, is excepted from the provisions of the 

Notification of Vacancies Order 1952." 


4 


| A Group of Companies engaged in mass production in 
the Fashion field backed by large national advertising 


LONDON AGENCY has a vacancy for 


Visualiser, Layout man, capable of pro- 
ducing slick pencil visuals and also 
finished layouts for clients. Pive day 
week lop salary to first class man 
Hox 5945 Ad. Weekly 140 Fleet St bC4 


IDEA/VISUALISER $ required to guide 


creative policy of small but progressive 
london Agency, Excellent scope for 
man with real agency flair, bursting 
with ideas 


Hox 6000 Ad. Weekly 180 Fleet St EC4 


GENERAL ARTIST with some creative 


ability required for advertising depart- 
ment. Knowledge of display work and 
lettering =essential, Good opportunity 
for right type of person Personne! 
Manager, Dunlop Rubber Co, Lid., 
Fort Dunlop, Birmingham, 24. 


4 
WHY TRAVEL TO LONDON 


EACH DAY? IF YOU LIVE 
NEAR SLOUGH .. .. .. Artists 
q d by 9 @ org tion, to 


work on sales brochures, lettering, etc 
Write giving details of experience to 
Almin Lid, Farnham Royal, Bucks 


MURRAY STUDIO | 


have the following vacancies: 


REPRESENTATIVE | — 


To develop existing 


SECRETARY 


To take charge of 


good telephone manner and be conversant with 
simple book-keeping. 


RETOUCHER/GENERAL ARTIST 


Must be capable of 


technical, both in retouching and general drawing 
PHOTOGRAPHIC PRINTER 
Work will be mainly line printing. 


Write, stating experience and salary to: 


MURRAY STUDIO 


5 Rosebery Avenue, London, E.C.1 
‘Phone: TERminus 8770-0073 


require an 


ADVERTISING AND 
PUBLICITY MANAGER 


who has the experience and contacts necessary to: 


1. Plan and supervise the Group’s Advertising 
and Display with their Advertising Agent. 


2. PR. with Fashion and National Press. 
3 


. PR. with other national advertisers into 
whose publicity the Group’s products can 
| be introduced. 


4. PR. with the retail trade. 


Only applications giving cage — will be considered. 


Box 70 
Advertiser's Weekly 120 "Tas St London EC4 


YOUNG LADY, about 18, for Trade 
Journal Advertisement Dept short- 
hand and typing essential, No Satur- 
days Details and salary required to 
Box 6003 Ad. Weekly 180 Fleet St bC4 


COPVYW RITER/VISUALISER required 
Experienced fo work on National 
Advertising Campaigns Progressive 
position Full details, age and salary 
required to Elliott Advertising Ltd, 
192 Broad Street, Birmingham, 15. 

WAGES CLERK, singie woman 25 or 
over Must have experience of 

| P_A.Y.E. procedure ard records. Good 

working conditions, five-day week, can- 

| teen facilities Personnel Manager, 

Dunlop Rubber Co., Ltd., Fort Dunlop, 
Birmingham, 24 

FRODUCTION ASSISTANT, experienced 
in copy detail, ordering and checking 
blocks and typescttings, required by 
W.E. Agency. Write full particulars 
including expected salary to 

| Box 5653 Ad. Weekly 180 Fleet St BC4 


accounts and new business 


Sales Manager 


required immediately 


for London Office of well-known 
Advertisement Contractors. Must 
have exceptional sales record and 
sales training experience in general 
| media This ts a position with 

excellent prospects for the right 
| | man Remuneration starting at 


£750-£1,000. Apply 


Box 5990 
| | Advertiser's Weekly 180 Fleet St EC4 
| 


office routine. Must have 


highest grade work, mainly 


partment of large London manufac- 
turers. Some mechanical knowledge or 
aptitude an advantage for work on 
variety of trade and technical projects 
Axe rroup preferably 25-3) years. 
Five-day week, large social facilities, 
canteen, pension scheme Write, 
Stating full details (No samples please!) 


| LAYOUT MAN for busy advertising de- 


to 
| Box 5885 Ad. Weekly 180 Fleet St EC4 
| ASSISTANT TO Space Buyer (femaic) 
| required, Must have had at least two 
years’ expericnce in space department 
| of agency and be good at fixures 
Ability to type schedules essential. 
Shorthand an advantage 
| write Crane Publicity Lid., 5-9 Quality 
wae Quality Court, Chancery Lane, 
' wc 


Phone or 


CHAncery $287. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 


ADVERTISEMENT 
_ REPRESENTATIVE 


required 


A well-known group of publishing 
companies has a strategic vacancy 
for a first-class experienced space- 
aged 30-40. Salary 
according to calibre. 


salesman, 


Particulars of age, experience, 
etc., in strict confidence, to:— 
Box 5919 E 
Advertiser's Weekly 180 Fleet St EC4 


COPYWRITER IDEAS MAN required 


by medium sized Agency in Holborn 
area. This position offers plenty of 
scope with excellent opportunities. Write 
Stating age, previous experience and 
salary required 
Box S989 Ad. Weekly 180 Fleet St EC4 
COMPTOMELER OPERATOR required, 
age 18 or over with expericnce o 
wages work Forty-hour, five-day 
week Canteen facilities Personnel 
Manager, Dunlop Rubber Co., Ltd., 
Fort Dunlop, Birmingham, 24. 


JUNIOR General Artist: required, some 


commercial experience an asset. Apply 
fullest details with specimens to Delta 
Studios, 31-36 Foley Street, W.1. 


YOUNG ARTIST/MANAGER REQUIRED 


for London Publisher's Art Dept This 
position requires an experienced all-rounder 
who can organise and produce good class 
creative and finished artwork for magazine 
layout, illustration and advertising. Send 
full details of age, experience, salary re 


oe Box 6925 
Advertiser's Weekly 180 Fleet St EC4 


IWO YOUNG CREATIVE men required 
by active medium-size Agency One 
will have specialised in press work, 
and the other in the creation anc pro- 
duction of many types of consumer 
literature and direct mail. They will 
both be capable of producing hard- 
sciling effective copy with layout scamps 
sufficient to inspire designers working 
with them to produce outstending 
advertisements and publications. They 
will have had at least three years’ ex- 
perience on similar work, probably 
with an agency, and will now be 
anxious to settle down in an orgunisa- 
tion offering wide opportunities and 
eventually senior executive respon- 
sibilities. These are well-paid posis for 
men in their late twenties who have 
already done much good work and 
seck a broader canvas. Write with 
very full details of experience, age and 
salary required, in strict confidence, to 
Box 5892 Ad. Weckly 180 Fieet S: EC4 


LEADING LONDON AGENCY 


requires another FIRST-CLASS 


Account Executive 


Experience in management of Institutional 

advertising an advantage. Application should 

give age, brief details of Agency record, 

types of accounts handled and scale of 
salary desired, to:— 


Box 5964 
Advertiser's Weekly 180 Fleet St EC4 
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NOVEMBER 5, 1953 


APPOINTMENTS VACANT 


ARTISTS 


1. LETTERER. 
2. GENERAL. 
3. RETOUCHER. 


WANTED 


by leading London Studio for work 

on National Accounts. Salaries com- 

mensurate with ability. Details of 
experience, salary, etc. to:— 


Box 6951 
Advertiser's Weekly 180 Fleet St EC4 


RETOUCHER (Photo Litho) fully quali- 
fied for colour work. Expedite Publi- 
. 177 East Surrey Grove, 
RODney 2344. 
YOUNG CREATIVE layout and ideas 
man, excellent prospects. Please send 
details of experience to Suudio Manager, 
Sells Lid., Brettenham House, Lancaster 
Place, W.C.2. 

YOUNG ASSISTANT required for pio- 
duction dept Must keen and 
adaptable, Some knowledge of block 
makers’ accounts and typing would be 
useful. Apply in writing to: Personnel 
Director, John Haddon & Co., Ltd., 
il Salisbury Square, E.C.4, ot phone 
CENuwal 8156. 


ALL ROUNDER WANTED 


We urgently want a young man with 
a style. He must be able to produce 
good lay-outs and finished art work 
for quality publications and bro- 
chures and should know something 
about the blockmaker’s and printer's 
points of view. This is a progressive 
job with a progressive West End 
publicity organisation, and applica- 
tions stating age, experience and 
salary required should be sent to: 
Box 6966 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT (MALE OR FEMALE) 
required by progressive W London 
Agency in the production department. 


Knowledge of blocks, types, proof 
reading and copy detail essential. Good 
opportunity for an intelligent person to 
learn and advance in the agency. 
S-day week. Write stating expericnce 
and present salary to AGR., 18 
Thurloe Place, S.W.7. 

NATIONAL ADVERTISER in West 
Midlands requires the services of a man 
with experience in direct mail produc- 
tion An interesting and expanding 
job is available to the right man who 
should have a working knowledge of 
print and engraving. Staff informed. 
Box S998 Ad. Weekly 180 Fleet St EC4 


A good practical 
TYPOGRAPHER 


TO WORK ON 
LARGE NATIONAL 
ACCOUNTS 


Agency experience 
essential 


Phone CHIEF TYPOGRAPHER 
MAYiaw 817! for appointment 


KEEN, ENERGETIC LADY (25-35), re- 
quired as outdoor Advertisement Repre- 
sentative for old-established high-class 
weekly magazine. Write stating expcri- 
ence to 


Box 5972 Ad. Weekly 180 Fleet St BCA 


| 


| 


LETTERING ARTIST required 


331 


CLASSIFIED ADVERTISEMENTS 


IWO GENERAL 


‘THE ADVERTISING ASSOCIATION | 
is about to engage an 
INFORMATION OFFICER 


A man inspired with an urge to further the principal object of the Association, 
which is to promote public confidence in advertising, will find this new appointment 
He should have a knowledge of the advertising 
business, based on experience: he must be able to write clearly and convincingly 
on advertising subjects, and if he has had journalistic expenence too, so much 
The salary will be according to background and ability 
applications (which wil be treated in strict contidence) 
be addressed to:— 


The Director General, The Advertising Association, 
1 Bell Yard, Fleet Street, London, W.C.2 


in a sealed envelope, marked “information Officer 


interesting, and even exciting 


the better. 


Waitten 
are invited and should 


Apply 
Cheeseman’s Art Service Lid., 131 Fleet 
Street, E.C.4 Tel. CEN. 4325 

ARTISTS = required 
Must be fully experienced and able to 
produce first class lettering and art 
work for reproduction. Good salaries 
plus bonus to right men (or women) 
Excellent opportunity to join a rapidly 
expanding agency. Write stating ex- 
perience, etc., to Art Director, John 
Halifax Lad., 12 Grey Friars, Leicester 


WE ARE LOOKING FOR A 
FIRST-CLASS 


Production Man 


With the following qualifications 


A thorough knowledge of all the Blockmaking 
processes 


hk led. 


Ath 9 g¢ of the most ec H 
methods of buying and selling blocks 


Experience of @ system of controlling and 
recording production progress 


Capable of checking Blockmakers’ invoices 


Some knowledge of typography or printing 
methods and processes would be an 
advantage. 


Reply by letter with details of age, experience 
and Salary required to: 


HYDE & PARTNERS LTD. 
90 Queen Street, Cheapside, £.C.4 


COMMERCIAL ARTIST required by well 


PRODUCTION ASSISTANT 


known company 
Cnty, Herts 


in Welwyn Garden 
Good all round experience 
necessary, especially lettering or re- 
touching. Pension scheme, 5-day week, 
etc. Age 25-35. Particulars of experi- 
ence and salary required (no specimens 
@ first place) to 

Box 6004 Ad. Weekly 180 Fleet St EC4 
for small 
but growing Agency. Man with experi- 
ence of handling production for print 
and press advertising. Write giving 
experience and salary required in first 
instance 

Box 5999 Ad. Weekly 180 Fleet St EC4 


EXPERIENCED 
Advertisement Manager 


required for group of weekly news: 
papers. Give details, salary etc, to: — 


Box 6904 
Advertiser's Weekly 180 Fleet St EC4 


INTELLIGENT YOUNG LADY wanted 


by small 
Fleet 
typist. 
right 


space selling organisation in 
Sweet areca, must efficient 
Exceptional opportunity for 
person who wishes w start a 
career in Advertising. Write giving 
details of age, experience and salary 
required 
Box 5981 Ad. Weekly 180 Fleet St EC4 


SPACE SAI ESMAN. Young, enthusiastic 


man secking opening, required for two 
established monthly journals Salary, 
commission and expenses. Write details 
auc, cCapericnce to 


Box 5980, Ad. Weekly 180 Fleet Sc bO4 


PRODUCTION EXECUTIVE 


required for London Agency 
experienced in block ordering and copy 
details, able to handle all stages of advertiue 
ment production. Write giving full details of 
previous egency experence, age and 
salary expected. 


Box 6920 
Advertiser's Weekly 180 Fleet St EC4 


FAMOUS DISPLAY FIRM require com- 


petent, industrious creative designer with 
comprehensive knowledge electrics, 
plastics, showcards, sheetmetalwork, 
metal spinning, etc. Must know cost- 
ings and be capable of applying tactful, 
knowledgcable whip to subcontractors 
Box 5949 Ad. Weekly 180 Ficet St BC4 


im APPOINTMENTS VACANT 


ADVERTISER'S WEEKLY 


STUDIO 
PRODUCTION 
MANAGER 


required 


Excellent opportunity occurs in 

leading London Studio for lithe 

young man with experience of 

Studio production Must have 

ability to control Studio Staff and 
keep Press Schedules 


Write in confidence to 


a number of Irade and Technical 
Accounts for London Agency Sound 
knowledge of types and process work 
essential Write full details including 
salary required to 

Hox 5944 Ad. Weekly 180 Fleet Sc C4 


“ASSISTANT 
required 


18-23, FEMALE 


to work under direct supervision of Publicity 
Manager of expanding manulacturing 
concern in West End London The applicant 
should be able to produce visuals and good 


selling copy, up to finished art. Suit Junior 


Artist’ already Agency trained desiring 
increased scope Write fully, stating salary 
required, to 
Box 5959 


Advertiser's Weekly 180 Fleet St EC4 


ANIMATED 
CARTOON 
PERSONNEL 


An established Animated Cartoon Unit at 
present operating in South Africa will shortly 
have vacancies for Animators, Inbetweeners 


and Tracers 


These artists will be required to assist in the 
production of short commercials where speed 
in the execution of work is essential 

Applications for further details should be 
accompanied by particulars of previous employ- 


ment and qualifications 


Preference will be given to young, unmarried 


artists 


Apply 


ALEXANDER FILMS (S.A.) (PTY.) LTD. 
P.O. BOX 7724 
JOHANNESBURG 
SOUTH AFRICA 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 
| 


of persons answering n 
Ministry of Labour or a Scheduled Employment 
2 eS © 5 OS ae et Geen oo ene ee Se 
or 


excepted from the provisions of 
Order 


1952.” 


NoveMBER 5, 1953 


im APPOINTMENTS VACANT 


MAN 


who wants to become 
a group head 


There is an opportunity in our Studio for 

a man who thinks he can hardle « group 

of accounts. A fine chance for a good | 

all rounder Experience in tashion 

advertising an advantage Write in | 

contidence stating experience and salary 
required to 


James Hillman, Art Director, | 
The Robert Freeman Co., Ltd. 
22 Hill Street, W.1. 


creative 
visualiser 


with agency experience behind him— 
and a future in front of him, 

able to tackle with equal enthusiasm and 
imagination all kinds of 
advertising from biscuits to boilers. 


A MEDIUM-SIZED LONDON FIRM of 
Lithowraphic Printers with up-to-date 
plant is desirous of obtaining a really 
first-class representative An existing 
connection is essential, A sound and 
progressive future assured to the right 
applicant, Write in first instance 
(treated in strict confidence) to 

Box 5961 Ad. Weekly 180 Fleet St BC4 
FIRST CLASS PRODUCTION MAN re- 
quired by Birmingham Agency. Must 
be good organiser and capable of taking 
control of department Good salary 
for right man. (Applications also con- 
sidered from ambitious juniors with one 
or two years’ experience who could be 
troined to fl this important position.) 
Write fully to Managing Director, 
Hilton Advertising Lid., 6% Pershore | 
Street, Birmingham, 5. 


The Personnel Director 


John Haddon & Co. Ltd. 
Salisbury Square, London, E.C.4 


Applications for an interview with 
the Art Director should 
be addressed in the first instance to 


We want two more 
FIRST-CLASS 
VISUALISERS 


Two men of first-class ability and agency experience are 
required immediately for our Creative Groups. They must 
be outstanding creative men who can handle difficult problems 
with a sure touch and imagination—men who can think soundly, 
write convincingly and put their ideas on paper in slick visual 
form. The positions, which offer considerable scope, carry 


good salaries commensurate with qualifications and ability 


Please write in confidence, to the 
Creative Director, 


G. STREET & CO. LTD. 


Incorporated Practitioners in Advertising 
110 OLD BROAD STREET, LONDON, €E.C.2 


| 
| 
} 
| 
| 


PRODUCTION 


ASSISTANT 
quired by Whiteleys Ltd., 
Bayswater, W.2, 
Dept. Must have had store expericnce 
in Press and Print advertising. 
under 30 years 
ditions. 


(Male) re- 


(Queensway 


Good salary and con- 
Apply Staff Controller. 


in their Advertising 


Aged 


ALL ROUNDER 


wanted by London Agency. 

One experienced in Print Pur- 

chase and Production and 

perhaps knowledgeable on 

Typography and Direct Mail. 
Write fully to :— 


Box 5969 
Advertiser's Weekly 180 Fleet St EC4 


| 
BOOKKEEPER SHORTHAND TYPIST. 


State experience, etc. Harwood Press, 
West Sucet, Harrow. BYR 3333. 


FICTION AND FEATURE monthly 


magazine for women, selling nationally, 
want space salesman with good connec- 
tions in this field. 

Box 5967 Ad. Weekly 180 Fleet St EC4 


Advertising Manager 
for PUBLIC COMPANY 


Man aged 35-40 with experience of Press and 
Trade Journal Advertising, Direct Mail, Sales 
Literature of semi-technical nature and Public 
Relations work. Thorough knowledge of 
Advertising Department organisation and 
operation essential, Write in first instance 
giving full details of career, experience and 
salary required. 


Box 6008 
Advertiser's Weekly 180 Fleet St EC4 


| 


| 
| 


- 
PRITCHARD 
woopD 


require an 
EXPERIENCED 
PRODUCTION 
MAN 


to control busy Mechanical 
Production Group handling 
National Accounts 


Apply in writing 
giving full particulars 


and salary required to: 


E. E. NICKOLDS 
Production Manager 


F. C. PRITCHARD, WOOD 
& PARTNERS LTD. 


25 Savile Row 
London, W.1 


CLERK WITH GOOD KNOWLEDGE 
OF BOOK-KEEPING required t> assist 
in accounts deparument of London Ad- 
vertising Agency. Hours 9.30-5.30. 5- 
day week. Apply w the Secretary, 
Dudiey, Turner & Vincent Lul., 19, 
Buckingham Street, W.C.2. TRA 4444. 


ADVERTISING AGENCY 
has vacancy in 
Provinces for MAN 
capable of earning 
£2,000 p.a. 


lf you have the ability to introduce business 
and seek new contacts at Director level in 
LANCASHIRE and YORKSHIRE this post 
offers @ permanent position with excellent 
. Salary, car allowance, 
expenses—apply to: 
Box 5991 
Advertiser's Weekly 180 Fleet St EC4 
Our staff know of this vacancy 


prosp 


Executive Manager 
required for 


IPSWICH AGENCY 


We are looking for a keen young man who 
has had @ thorough all-round Agency ex- 
perience of Trade, Technical and Agricultural 
accounts, to manege and develop new office 
in Ipswich and to serve growing local 
clientele. This is one of those rare opport- 
unites where the right man will be giver full 
freedom to develop, and, at the same time, the 
support of qualified teams in Norwich and 
London Write giving full details to :— 


Wilismore & Tibbenham (Norwich) Ltd. 


Box §982 
Advertiser's Weekly 180 Fleet St EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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NovemsBer 5, 1953 


CLASSIFIED ADVERTISEMENTS 


| PRODUCTION MANAGER | 


required by 


Expanding London Export 
Advertising Agency. 


Only men fully experienced in aff mechanical 

reproductive processes, copy detail, type, 

print, etc. need apply 

This post offers an interesting and prog 

position to 3 person with ability to organise 

toutine and control staff. State commencing 
salary required with application 


Write: 


Box 5960 
Advertiser's Weekly 180 Fiset St EC4 


CLERK, cither sex, used to entering 
orders, checking, applying for and 
despatching copy. Good handwriting 
essential Write 


Box 5987 Ad. Weekly 180 Fleet St EC4 
CAPABLE PERSON for copy and make- 


ups (several publications). Knowledge 
of work essential Fleet Street area. 
Write fully stating salary 
Box S98K Ad. Weekly 180 Fleet St EC4 
REPRESENTATIVE, having established 
connections with National Acvertisers, 
London and Provinces, required by 
London firm of printers producing 


first-class and attractive printed Ad- 
vertising Novelties. 
Box 5924 Ad. Weekly 180 Fleet St EC4 


LETTERING — 
GENERAL 
ARTIST 


If you are a really good letter- 


ing man with agency experience 

and a certain flair for design, 

there is a place for you in our ex- 

panding studio. The existing 
team is good and we are looking 
for a man who can add to our 
qualifications. Contact by letter 
and specimens or ring for inter- 
view Norwich 23277. 

Don. A. Tibbenham 


WILLSMORE & TIBBENHAM 
(Norwich) LTD. 
Freeman House, London St., Norwich 


A BIG OPPORTUNITY FOR THE 
RIGHT MAN. A _ London publicity 
company is prepared to pay up to 
£1,000 p.a. starting salary for an all- 
round creative artist who can produce 
first-class visuals, layouts and finished 
artwork. Applicants must have sufficient 
experience and personality to build-up 
and control a small studio. Write full 
details in strict confidence to 
Box 5992 Ad. Weekly 180 Fleet St BC4 

PROMISING OPENING in Publicity 
Department for young man under 21 to 
assist in general routine. Equal propor- 


tion of dull end interesting work but 
wide scope for enthusiast Pullest 
details to 


Box 5965 Ad. Weekly 180 Fleet St BC4 
LAYOUT COPYMAN required, ample 
opportunity to reach the top. 
Box 6007 Ad. Weekly 180 Pleet S' EC4 
YOUNG LAYOUT ARTIST wanted (male 
or female) with some production know- 
ledge. State age, experience anc salary 
reauired. Write Box W3356, Haddons, 
Salisbury Square, E.C.4 


APPOINTMENTS WANTED 


DISPLAY MANAGER. Qualified 
L.B.D.A., age 38, 20 years’ experience 
window display, exhibition design and 
interior decoration, secks similar 
position with manufacturers alive to 
the selling value of good display. 
Box 5941 Ad. Weekly 180 Fleet St EC4 


| 


‘OUNG GIRL, 3 years Art School 
raining and private tuition in fashion 
rt, seeks position at studio as trainee. 
Box 5950 Ad. Weekly 180 Ficet St EC4 

— 12 years cartoon and diagram 

Any work considered. 
Rox x 5932 Ad. Weekly 180 Fleet Se BC4 

SHORTHAND-TYPISTS. ‘Private Sec- 
retaries, Clerks, etc. If you are in 
gent need of staff, contact Embassy 
Bureau, Excel House, Whitcombe 
Sereet, W.C.2. (WHltchall $924.) We 
pecialise in efficient personnel. 

\DVERTISEMENT REPRESENTATIVE 
eeks change with prospects of eventual 
— Experience—Trade and 
Creneral 
Box 5911 wr “Weekly 180 Fleet St EC4 


ADVERTISING MANAGER 
M.LA.M.A, 
Seeks Appointment 
in London or South 


Box 5935 
Advertiser's Weekly 180 Fleet St EC4 


' 
| 
| 
IE TTERING 
experienced, ks change. 
Box 5983 Ad. Weekly 180 Fleet St BC4 


YOUNG MAN, 20, N.S. completed, 
desires to learn advertising profession. 


ARTIST, first-class, fully 


Keen. Some newspaper and printing 
experience 

Box S984 Ad. Weekly 180 Fleet St BC4 
ARTIST, age 24, now free, keenly in- 
terested enter commercial studio as 
tramec Nominal salary. 


Box $974 Ad. Weekly 180 Fleet St BC4 
YOUNG MAN, 20, completed National 
Service, secks entry into advertising as 
uainee Iypine, artistic ability, edu- 

| cated Winchester. 
| Hox 5977 Ad. Weekly 180 Pleet St EC4 


ADVERTISING AND PUBLICITY MANAGER 


Oil company, seeks appointment with re 
putable company within motor industry. 
Engineer, well known in world of motoring 
and motor racing with exceptional Press 
contacts and goodwill, Young, energetic 
and enthusiastic. Excellent references 


Box 6986 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT 


ACCOUNTS EXECUTIVE 


seeks further experience in a position 
where his all-round ability is needed. 
Alert, adaptable and enthusiastic 


Pox S98S Ad. Weekly 180 Fleet St BC4 
BLOCKMAKER'S REPRESENTATIVE 
secks chanoe. Experienced man, Lon- 
don connection 
Box S975 Ad. Weekly 180 Fleet St BC4 
PRODUCTION ASSISTANT. Male 
shorthand-typist taking D.A.A. seeks 
progressive opportunity. Creative mind 
Box 5968 Ad. Weekly 180 Fleet St BC4 
ADVERTISING MANAGER'S ASSIST- 
ANT, position sought. Young man, 26, 
S years all-round experience, including 
agency Creative and routine work. 
Matric. Inter D.A.A. 
Box 5962 Ad. Weekly 180 Fleet St EC4 
ARTIST, magazine, letiering, layout, etc., 
| seeks change 
Box S9S7 Ad. Weekly 180 Fleet St EC4 
ASSISTANT EXECUTIVE (26), secks 
progressive post with Manufacturing Co. 
or Advertising Agency Experience in 
handling National, Trade and Technical 
Accounts, sound knowledge of pro- 
duction, art/print buying. Write 
Box 5954 Ad. Weekly 180 Pieet St ECA 
GENERAL ARTIST /ROTAPRINT 70 and 
1) operator secks position. Lettering, 
Layout, Direct Plate work, =. 3 years 
with U.S. information servic 
Box 5956 Ad. Weekly 180 Fleet St BCA 
MARKETING EXECUTIVE, experienced 


im successful modern methods, research, 
sales promotion Considering change, 
Suggests imecreasne need for such 


services to-day 

Box 5955 Ad. Weekly 180 Fleet St BC4 
YOUNG MAN (over forty), at present 

P.M. famous Engineering concern, vast 

Agency, Printing, Swudio, Media ex- 

perience, visualiser/artist, secks respon- 

sibility at board room level. Offers 

vision, energy and loyalty. 

Box 5848 Ad. Weekly 180 Fleet St BC4 


' 


VEISUALISER, Agency 
experience, desires a 
to clients’ presentation 
Box 5996 Ad. Weekly 180 Fleet St BC4 

KEEN YOUNG MAN, 20, seeks position 
as assistant to Account Executive. Two 
years Awency experience, Good know- 
ledge Agency routine, Sound produc- 
tion training. Studying for D.A.A. 
Box 6009 Ad. Weckly 180 Fleet St EC4 


BUSINESS OPPORTUNITIES 


SALESMAN with tele - 
phone welcomes spare 
time employment 
Box 5976 Ad. Weekly 180 Fleet St BC4 

, With CITY CLIENTS. 

Journalist with wide City 

and trade press connection 


man, five 
chanee. 


years 
Visuals 


and 
for 


own office 
enquiries 


Contacts 
offers services. 
Box 5963 Ad. 


Weekly 180 Fleet St BC4 


ADVERTISE WITH CRYSTAL 
PERSPEX RULERS 


Inscribed in colour with your message. At 
Lowest prices from actual makers 


THE NORMOGRAPH CO. LTD. 
tits Westbourne Crove, Londen, W.2 
BAY 7222 


LETTERPRESS PRINTER with London 
Office requires more business for ex 
panding plant. Either full time or part 
time ~ gg ed wanted, Generous 
commission. Ap 
Box S958 Ad Weekly 180 Fleet St BC4 


DIRECTOR 


in an established National 


Outdoor Advertising Com- 
pany 
Contact Personality 


essential for a wide field 
of sales, salary £1,000 
and profits. Capital re- 
quired £3,000 to £4,000 


Box 5880 
Advertiser's Weekly 180 Fleet St EC4 


COMMERCIAL ART STUDIO interested 
in working arrangement on a reciprocas 
basis, with Pirst-class Blockmakers. 
Box 5900 Ad. Weekly 180 Picet St BC4 

AGENTS in provinces required by well- 
known Display concern for sale aids in 
demand by National Advertisers. 

Box $995 Ad. Weekly 180 Fleet St BC4 


ACCOMMODATION 


CAN ANYBODY share accommodation 
with freclance artist in West band” 
Gay, 33 Christchurch Crescent, Rad- 
lett, Herts 

THREE OFFICES. Near Charing Cross 

per week inclusive. Vacant posses- 


sion Phone THM. 0845 

TO LET, ideal for small Agency or 
Swudio, 4th floor, 3 rooms. Strand 
£5 pw TEM. 1744 

FLEET STREET. Fxcetlient first floor 
front suite offices, 700 sq. ft. Lift. 
Rent £775 p.a. exclusive. Brett's, 353 
Norwood Road, S.E.27. Telephone 
TUlse Hill 6601 

366 «6©TVYPRE 6UFACES 6 6at soyour.|« service! 
Save art work. Unusual settings wel- 
comed Kennerley Press Iid., 48a 
Eagle Wharf Road, N.1 


FOR ATTENTION OF PRINTERS. 
Secondhand Gumming Machines wanted, 
20 inch and 23 inch wide paper, or 
near. Prompt cash. State weight of 
machine, b.p., and current required 
Box 5913 Ad. Weekly 180 Pleet St 104 

ESTIMATOR §$required for Letterpress 
Printers. Scope for advancement. Apply 
Moore Batley Ltd., Retreat Place, 
Hackney, E.9. ‘Phone AMH 2391, 


GOOD FIGURE ARTIST required, 


ADVERTISER'S WEFRKLY 


FREE LANCE SERVICES 


part- 
time or freelance, steady flow of work 
for versatile artist capac of drawing 
vixorous action figures for advertising 
and book illustrations in colour, Please 
write, giving details of experience and 
some indication of normal charges. 
Box 5973 Ad. Weekly 180 Fleet St BOS 
EXCELLENT DRAWINGS, Lettering and 
Desiens offered at reasonable charges 
by competent gencral artist 
Box S978 Ad. Weekly 180 Fleet St BO4 
CARTOONS AND PACKS, ctc. Design 
or working drawings executed at reason- 
able oost 
Rox S979 Ad. Weekly 180 Pleet St RO4 
TREE LANCE WORK WANTED. Lay- 
out, lettering, finished drawings. Lyons, 
BAYswater 5547 
Box 5997 Ad. Weekly 180 Fleet St BC4 


FREE LANCE ARTISTS 


For all types of Artwork 
for Children’s Books contact 


THE TUDOR ART AGENCY 
1 Furnival Street, E.C.4 


Sl besa Hol geal 


IDEAS, LAYOU ' ARTWORK, PRO- 
DUCTION. Commissions requested. 
Box S914 Ad. Weekly 180 Pleet St BOS 

FIGURE STUDIES— PIN-UPS, etc. Con- 
tact Lansdown Studios, 7 Stockwell 
Road, SW.9. Tel. Brixton 3711. 

ARTIST, capable of handling Lettering, 
Technical, Line and Airbrush work. 
Rox Top Designer and Pitm Advertis- 
ing (not figure). Quick service, reason- 
able prices *Phone ENFicid 4154, 


MISCELLANEOUS 


SIRPt (H. de ta Chassaigne--P. PF. 
Gomez Homen). International Service 
Avency, Via Visconti di Modrone, 6, 


Mila 

nents COLLECTED throughout Britain 
No result-no commission. Brilegal 
(stab. 1919) 80 Leeds Road, Bradford. 

COMMERCIAL ARTISTS need “*Tech- 
nique of Advertising Layout Hun- 
dreds of  iustrations. 185 Pages. 
Cloth, 15s. Partridge ane, 23 
Bioumsbury Square, W.C 


_COURSES 


‘AA and IPA. 


EXAMINATIONS 
INTERNATIONAL OCORRPSPON- 
DENCE SCHOOLS offer comprehen- 
sive and uptodate Home Study 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


Courses and Tuition in preparation 
for the above examinations, These 
Courses have been prepared by ex- 
perienced and successful advertising 
men 

Year after year L.C.S. Students figure 
prominently in the lists of passes and 
with our help many advertising men 


and women have become Associates 
of the LILP.A. of A.A, diploma 
holders 


All our candidates are coached until 
successful without extra charge. 

We also vive specialised training in 
COMMERCIAI ART, POSTER 
DESIGN, LETTERING and SIGN 
WRITING, 

Write to-day for tree book containing 
full information about our excellent 
insiruction service, 


Dept. 28, INTERNATIONAL 


CORRESPONDENCE SCHOOLS, 
1 aeereer Buildings, Kingsway .W.C.2 


SPECIAL ANNOUNCEMENTS 


See October 8 issue of epeceng 
riser’Ss Weexiy, pages 102-103 
for the Monthly Register of 
Trade and Specialist Publications 


Section. November 12 will be 
the next issue containing this 
Register 
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MARKET iz 


The air-minded young man of to-day is 
an important person, for to-morrow he 
may weli be a pilot, an engineer, a designer 
or a skilled artisan—a family man with a 
family man’s wide range of interests. 

Between the ages of 17 to 25 years his 
thoughts are most malleable. 
gained during this age will condition his 
thinking in the future—buying habits are 
being formed which will last a life-time. 
He is, in truth, a GROWING market—in 
size and power. 

He reads the R.A.F. FLYING REVIEW, 
, of its 70,000 monthly circulation 
go to this age-group, not only in the Ser- 
vice but in aviation’s well-paid industries. 
The whole range 
interests him, and so he is an important 
person to advertisers with an eye to the 


Impressions 


of consumer goods 
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— STOP PRESS — 


TWO JOIN McCANN’S 


Pat Baxter, account executiv: 
und Basil Saunders, copywriter, hay: 
joined MecCann-Erickson Advertis. 
ing Ltd. 

Prior to joining McCann's London 
office, Mr. Baxter spent tour years 
with S. H. Benson before joininy 
C.P.V. in 1948. In 1951, he joined 
Young & Rubicam. Mr. Saunders 
joins copy department from New 
ae office of Kenyon & Eckhard: 
ne. 


TWO APPOINTED TO 
GOODMAN BOARD 


Appointed to the board of Leon 
Goodman Displays Lid. are manag- 
ing director’s personal assistant 
Eunice Zeilin and sales director 
F. N. Anderson. 

Mr. Anderson, formerly advertis- 
ing manager of gramophone record 
a ot Crystallate Manufacturiny 

, joined Leon Goodman Displays 
Lid. in 1937 as sales manager, sub- 
sequently became general manager 
and then sales director. 


NEWSPRINT BONUS 
FOR CHRISTMAS 


Newsprint Rationing Committee 
have decided that there should be 
no reduction in permitted paging 
this year in respect of non-publica- 
tion at Christmas and New Year. 

Daily newspapers in Scotland, 
which publish on Christmas Day 

Boxing Day but not on New 
Year's Day, will have one more 
period than the rest of 
the newspapers. The Committee have 
therefore decided to recommend in 
the case of the Scottish daily — 
an extra allocation of pages equ’ 
lent to one day's issue. 


IAMA COUNCIL 
ELECTIONS 


At sixteenth annual meeting of 
Incorporated Sales Managers’ Asso- 
ciation, the following were elected 
to National Council for three-year 
term: C. Barwell (Mullard Ltd.): 
.. A. Baucutt (Cerebos Ltd.); 
R. M. Davis (India Tyre and 
Rubber Co. Ltd.); Leslie Gibbes 
(Companion Book Club); Martin 
Pick (Arthur Guinness Son & me 
H. K. — (Hoover Ltd.); D. 
Wilson United Steel Coy.’s 
Ltd); G. R. Watson (Goodyear 
Tyre & Rubber Co.). 

Messrs. Baucutt, Squires, Wilson 
and Watson are new mem ot 
Council, remaining four were re- 
elected. Officers of the Association 
will be elected at a Council meeting 
to be held later this month. 


Over 900 stores have been using 
display material provided by British 
Rayon & Synthetic Fibres Federa- 
tion in current autumn advertising 
cam Ss, Stated chairman, Sir 
will Palmer, at Federation's 
annual meeting. 


office at IS) Ficet Sueet 
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fondon, F.C 4 


Hatfields 


With a view to consolidating ad- 
vertising interests controlled by Scott 
& Bowne Ltd., it has been arranged 
to transfer Vykmin account from 
Poul E. Derrick Advertising Agency 
ltd. to J. Walter Thompson Com- 
pany Ltd., effective January 1. 


Baird Television Ltd.'s winter 
campaign will feature television 
receivers in the new Elizabethan 
range first featured at this year's 
Radio Show. Space has been booked 
in London evenings and selected 
national and provincial newspapers, 


a addition to trade press. Agents: 
. P. Wakefield Ltd. 
E. G. Goldsmith, assistant 


buyer with Grant Advertisi 

is joining Foote, Cone & 
ltd. as a space buyer. He 
tormerly 15 years with Willings 
Advertising. 


After 17 months in the United 
States, Frances Lyons has rejoined 
the news room of F. C. Pritchard, 
Wood & Partners, public relations. 
She worked in New York for 
Robert S. Taplinger and Associates 
Inc.. and later with Hal A. Salzman 
Inc.. public relations coasultants. 


Lack of co-operation on public 
relations by British exhibitors in 
continental exhibitions was criticised 
by R. C. Liebman in talk to British 
Institute of Public Relations. He 
said some British exhibitors were so 
unwilling to give information them- 
selves that he had had to write to 


their French agencies and then 
translate information for British 
press. 


PRESENTATION TO 
F. L. JOHNSON 


F. L. Johnson, who recently 
retired from position of managing 
director of the Birmingham Gazette 
und Despatch Ltd. was guest of 
honour at a luncheon given by 
heads of departments of the Com- 
pany last week. 

F. Whitehead, editor, “Sunday 
Mercury” and E. W. Thorpe. 
assistant circulation manager of the 
company’s group of papers, paid 
tribute to Mr. Johnson's wise 
guidance and K. W. Bailey, adver- 
tisement manager, presented him 
with a Butane gas cigarette lighter 
on behalf of his colleagues. 


William E. McKeachie, chairman, 
London office cCann-Erickson 
Advertising Ltd. has sailed for 
United States. Another McCann 


director, Trevor N. Treen, has 
returned to London. Mr. Treen, 
together with McC ann-E rickson 


executives from the agency's offices 
in France, Belgium and Germany. 
has recently spent several weeks in 
U.S.A. conferring with advertising 


and marketing re; . oo of the 
Esso Standard Company and 
Esso European affiliated com anies 

ann’s 


and with colleagues in M 
head office. 


October average net sale of “Daily 
lelegraph” was 1,033,826. 


(Phone: Chancery 8844) 


London, S.EB.1. 
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